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ABSTRACT
This study aims to apply POP donations and messaging as a form of corporate
social responsibility (CSR) research. Specifically, this study seeks to understand the
relationships between communication factors of portion of the profit (POP) donations
and a consumer’s intentions to purchase an item from a corporation, and the level of
trust between a consumer and corporation. A key focus of this study was to determine if
there is skepticism of POP donations and the impact on overall purchasing intentions,
CSR communication factors, engagement, and trustworthiness. This emphasized how
ethical values, decision making, relationship building, and trustworthiness are
obligations between corporations and publics.
A survey was used to analyze consumer beliefs of CSR donations in corporation
specific (participant picked) situations. This study assisted with the determination of
how CSR communication factors surrounding POP donations can have a negative or
positive relationship with purchasing intention and trustworthiness. Further, the study
examined how CSR engagement affects consumer viewpoints surrounding POP
donations and skepticism.
Based on the below literature review and previous works, structural equation
modeling was used to examine relationships between variables (skepticism, CSR
communication factors, CSR engagement, purchase intentions, and trust). A CFA was
conducted, and results can further be applied to CSR literature for future
v

recommendations. This study added to existing CSR literature by offering results of a
CFA, which can be applied by corporations to help corporations enhance their CSR
communications surrounding donation campaigns.
Findings suggested that a positive relationship occurred between CSR
communication factors and CSR engagement, CSR engagement and purchase intention,
and CSR engagement and trust. Negative relationships occurred between CSR
communication factors and CSR skepticism, CSR skepticism and trust, and CSR
skepticism and purchase intention. These relationships are direct paths which can be
viewed in FIGURE 4.1.
Corporations can use the model and findings from this study to understand how
consumers viewed CSR strategy, and its effects on purchasing intentions. PR
practitioners should use the model and findings from this study to create CSR messaging
that will be viewed as trustworthy among consumers. CSR managers could use the
model and findings from this study to ethically implement a campaign that will be
beneficial for society.
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CHAPTER 1
INTRODUCTION
In 2017, charitable donations to various causes amounted to over $410 billion
dollars (Charity Navigator, as cited in Greenwood, 2018). Almost $21 billion of the
amount raised came from corporations, such as Gilead, Wells Fargo, Goldman Sachs,
and Google (Greenwood, 2018). Although these top donors obtain great publicity from
their donations, it needs to be understood that “corporations don’t implement CSR
solely to give back, but also to get more of your business” (Irvin as cited in “A donationwith-purchase might not”, 2014). Previous studies determined that consumers are more
likely purchase an item from a corporation that is associated with giving back and
community values (Maignan, 2001; Pomering & Dolnicar, 2008; Nielsen, 2015; Deloitte,
2019).
The proposed study will explore the relationships between portion of profit
(POP) donations and a consumer’s intentions to purchase an item from a corporation
that implements corporate social responsibility (CSR) and the level of trust between a
consumer and corporation, by using a quota sample when conducting a Prolific panel
this study will use a survey to gather data about the relationships between purchase
intention and trust with the following variables : CSR communication factors; CSR
engagement, and CSR skepticism (please refer to Figure 2.1 on page 74). Each of these
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variables makes up the overall knowledge of CSR strategy, public relations, and
communications.
Most corporations implement POP donations as a CSR strategy due to various
groups of stakeholders and societal factors. Previous research found that purchasing
similarities exist between generations such as baby-boomers (ages 56-74) and
millennials (ages 23-38). These similarities changed how corporations use public
relations (PR) tactics to influence consumers to purchase goods from a corporation that
implements POP donations as a CSR strategy. A study conducted by Synchrony Financial
Services found that relationships exist regarding savings, shopping platform, and
communication tactics (Synchrony Financial, 2015). Due to these relationships, PR
professionals need to communicate about CSR and POP donation campaigns
consistently across all brand channels. This practice is especially important to
millennials, as 80% of them purchase goods from corporations based on their current
knowledge of CSR practices (Maignan, 2001; Pomering & Dolnicar, 2008; Nielsen, 2015;
Deloitte, 2019).
Millennials are loyal to brands, want convenience, and look for experiences
when shopping. Thus, corporations are implementing POP campaigns as a form of CSR.
Due to the implementation of these campaigns, our understanding of why consumers
are skeptical of POP campaigns is limited. Researchers have suggested that CSR
skepticism should be analyzed among many situational and cultural factors, ethics, the
communication method (dialogic v. monologic), and consumers current CSR knowledge (
Smith & Park, 1992; Botan, 1997; Webb & Mohr 1998; Porter & Kramer, 2006; Pomering
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& Dolnicar, 2008; Kim & Lee, 2009; Du, Bhattacharya & Sen, 2010; Kim & Kim, 2010;
Morsing, Schultz & Nielsen, 2012; Bowen & Gallicano, 2013; Kim, 2017; Lyu, 2017; Rim
2018).
Due to millennial purchasing habits, many corporations such as Starbucks,
Target, Apple, and General Mills implement POP donations and CSR strategies. As these
corporations made the list of 105 favorite brands, the CSR strategies of these
corporations should be analyzed (Ciment, 2019). Apple has executed many CSR
campaigns but of their most notable POP campaigns is their (Product) RED campaign,
where a portion of profits from RED edition devices is donated to help fight AIDS/HIV.
In addition, if a consumer bought any product from Apple in December of 2018, $1.00
was donated to the (Product) RED campaign (Ponte, Richey & Baab, 2009; Baig, 2018).
Apple is generally mysterious about finances but reported that they donated
over $200 million to the (Product) RED campaign over its inception (Baig, 2018). Another
POP donation campaign is from Starbucks, in which five cents from each Ethos water
purchased is donated to bringing water to impoverished areas (Stout, 2015). In 2015,
this campaign raised over 12.3 million dollars (Stout, 2015). Although corporations are
implementing such campaigns, they are still making huge profit margins on products.
Another POP campaign which should be highlighted was implemented by
General Mills. General Mills implemented Box tops for Education across all of their
brands in which 10 cents from participating items is donated to a school of your
choosing if you send in a proof of purchase (General Mills, 2019). Since the program’s
inception in 1996, over $900 million dollars has been awarded (General Mills, 2019).
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Although $900 million dollars may seem like a large donation, the money was split
between 70,000 schools; General Mills is still making a large profit on their products. In
2019, General Mills collected over 2 billion dollars in one quarter (Venugopal, 2019).
Thus, a total $900 million-dollar donation may not seem like a lot to a corporation of
this size. Based on all of the above examples, scholars should question the motivations
behind the implementation of these campaigns, how corporations are communicating
with consumers, and if CSR skepticism exists based on messaging strategy.
As these campaigns become more prominent, researchers must analyze CSR fit
and CSR motivations as to why these campaigns are implemented. Do corporations care
about the well-being of society? Are corporations implementing CSR, just to increase
profits? What is the purpose of the POP campaigns? These are questions that this
proposed study will attempt to analyze through levels of CSR skepticism and corporate
trustworthiness.
The nature of these campaigns has become a popular topic of discussion among
consumers and corporations. CSR engagement and CSR communication strategies are
two of the many aspects surrounding CSR, which lead to increased skepticism among
consumers. Thus, studies have found consumers like communication surrounding CSR
activities, but the amount of CSR communicated can be an issue. Practitioners can
communicate too much or too little about CSR, which could force consumers to
question if these activities are implemented for ulterior motives (Webb & Mohr 1998;
Kim & Lee, 2009; Du, Bhattacharya & Sen, 2010; Kim & Kim, 2010; Morsing, Schultz &
Nielsen, 2012; Lyu, 2017; Rim 2018).
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Building relationships and trustworthiness between consumers and corporations
is extremely important for corporate success. Unfortunately for corporations,
consumers have become skeptical of CSR due to the perception of poor messaging
strategy and ulterior corporate motivations (Friestad & Wright 1994; Porter & Kramer,
2006; Pomering & Dolnicar, 2008; Bowen & Gallicano, 2013; Kim, 2017). CSR skepticism
from improper messaging strategies is addressed in literature from different disciplines,
such as advertising and public relations (Kim & Lee, 2009; Kim & Ferguson 2016; Kim,
2017). A majority of the literature regarding skepticism cites Obermiller & Spangenberg
(1998), who emphasize levels of disbelief among claims made on campaign strategy.
Two forms of skepticism that effect corporate-consumer relationships, consumer
intentions, and trustworthiness are pre-dispositional and situational skepticism
(Forehand & Grier, 2003). Pre-dispositional skepticism is the ability of a consumer to
determine ulterior motivations of an organization (Forehand & Grier, 2003). Situational
skepticism is based on consumer doubt of corporate motivations (Webb & Mohr, 1998;
Forehand & Grier, 2003). Levels of situational skepticism will decrease when more
information is provided to consumers to back up a claim made by a corporation (Webb
& Mohr, 1998). Both of these forms of skepticism emphasize consumer knowledge and
investigation of ulterior motivations (Webb & Mohr, 1998; Forehand & Grier, 2003).
Study Scope & Overview
This study will seek to analyze the relationships between CSR implementation
and a consumer’s intentions to purchase an item from a corporation that implements
CSR, and the level of trust between a consumer and corporation. Topics explored will
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include CSR communication factors, CSR engagement, CSR skepticism, purchasing
intentions, and trust. This study will be completed using online surveys of 500
participants who will be recruited via a Prolific panel. Participants must be of the
millennial generation (ages 18-36) and have purchased or interacted with a corporation
that has implemented a CSR campaign. Older populations are excluded from this study
as millennials are CSR-motivated buyers (over 80% CSR purchasing rate) (Maignan,
2001; Pomering & Dolnicar, 2008; Nielsen, 2015; Deloitte, 2019). As this survey will be
completed via a Prolific panel, a power analysis was conducted to determine the
number of participants needed. Based on a power analysis, a sample of at 500 people
was found to be sufficient based on a .80 significance level (Cohen, 1992).
Using a Prolific panel will allow for assessment of consumers that fit into
specified quotas. Another way to capture additional respondents is to distribute the
survey through email and social media platforms. Although email distribution and social
media may include participants that do not fit the specified quotas, additional
participants that may not have been recruited could take the survey. Participants will be
asked to choose a corporation from a list in which they are likely familiar with and give
their opinions of CSR communication factors, CSR Engagement, CSR skepticism, trust
and purchase intentions. The corporations listed will be among the top 10 most
reputable for their CSR implementation and practices (Reputation Institute, 2020). If
they are not able to pick a corporation from the list, they can write in a corporation of
their choosing.
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The ability to ask participants about their opinions of POP donations among
corporations is important, as responses may differ based on a choice or knowledge of a
corporations CSR practices. Asking participants to answer survey questions about their
opinions of CSR implementation by specific corporations contributes to the overall goal
of this study, which is to determine any relationships between observed variables and
latent constructs. Once data has been collected, responses will be downloaded into
SPSS in which measures of dispersion, frequency, reliability, validity, and regression will
be conducted. After conducting analyses in SPSS, a CFA will be conducted in M+. With
the use of M+ an analysis of the model fit, and the relationships between the observed
variables and latent constructs will be conducted. The next chapter will highlight the
literature relevant to this research, followed by the proposed method for this study.
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CHAPTER 2
LITERATURE REVIEW
This chapter outlines the five concepts seen in (FIGURE 2.1) that are important
to the proposed study. First, the definitions and the evolution of CSR will be addressed,
as it is a public relations tactic that emerged and has been practiced and built upon from
previous research in the 1950s. Second, POP became a topic of interest from research
by scholars such as Varadarajan and Menon, (1988); Ford, Smith and Swasy, (1990);
Maignan, (2001); Olsen, Pracejus and Brown, (2003) and has been highly influential in
public relations research, along with other areas. Third, understanding of CSR activities
and perception of CSR activities also have been studied by previous scholars in which,
issues surrounding CSR communication factors and skepticism arise. Fourth, CSR
messaging has been studied by many scholars and is influential in CSR communication
factors and public relations research. Most studies in this area emphasized how to
properly communicate, how much to communicate, and how to frame a message.
Due to the increasing nature of CSR communications and PR practices, issues
such as skepticism have come to light. Plenty of research in this area suggests that
skepticism of CSR does exist, but leaves some unanswered questions relating
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to how a POP donation affects both trustworthiness and purchasing intentions when
CSR is implemented. Lastly, these variables lead scholars to question the effects and
relationships that each of these variables has on purchasing intentions and trust. To test
the effects of these relationships a Structural Equation Model and a confirmatory factor
analysis (CFA) will be conducted.
This study will employ a survey and a CFA to analyze how POP donations affect a
consumer’s intentions to purchase an item from a corporation that implements CSR,
and the level of trust between a consumer and corporation. This method allows for the
opportunity to examine the interactions (relationships) between variables by testing
how skepticism, perception of motives, messaging strategy, and awareness affect the
relationships between purchase intentions and trust.
In order to examine the mediation paths and the steps through which the
independent variables influence outcome variables such as purchase intention and trust
as seen in in Figure 2.1, a structural equation model will be tested by using M+. This
structural model will be tested to understand the effects of four independent variables
(skepticism, perception of motives, messaging strategy, and awareness) on the outcome
variables of purchase intention and trust.
2.1 Evolution of Mass Communications
The field of Mass Communications is constantly evolving, as it is the umbrella
under which many specializations exist. Some of the specializations in Mass
Communications include advertising, newspaper, broadcast and digital journalism,
visual communication, and public relations. Although there are other specializations and
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other areas that could be covered as well, a historical overview of its evolution will be
analyzed. Most research in mass communications is done in different fields (advertising,
public relations, visual communications, journalism, TRF, or broadcast,). Most
completed research analyzes topics such as diffusion of innovations, health
communications, regulations and laws, major events, historical analyses, content
analyses, and theoretical concepts. Historically, major events such as social movements,
presidential elections, First Amendment cases, and health-related issues changed how
we as humans communicate today, while adopting many forms of technology. These
events and shifts in communications strategy stem from the topic of diffusion of
innovations (DOI) (Rogers, 1962), which can be applied to multiple industries such as
business, advertising, broadcast and digital journalism, and mass communications.
To understand why DOI is the foundation of mass communications, we must
understand that DOI is the idea that an innovation or message could be spread through
a communications platform and later adopted, which could improve societal norms
(Rogers, 2004). Formally, Rogers defines the theory as “the process in which an
innovation is communicated through certain channels over time among members of a
social system” (Rogers, 2004, p. 5). To analyze the rate of adoption of an introduced
innovation, Rogers created an adoption curve (2004). The reasoning behind the creation
of this theory was from Rogers' childhood, growing up on his father’s farm. One year
there was a drought and his father’s crops failed, but crops grown by others were
flourishing due to the use of fertilizer and other farming techniques. Rogers questioned
why his father had not adopted the techniques that the other farmers implemented,
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thus the DOI theory was born. Rogers also proposed an adoption curve, which analyzed
the rate of adoption for an innovation. The curve split the rate of adoption into five
different groups: innovators, early adopters, early majority, late majority, and laggards
(Rogers, 2004).
One event that shaped the innovations of mass communications took place in
1937. During this time radio was one of the few forms that was used to communicate
about media events, in which a radio broadcast of The War of the Worlds was played on
the radio causing mass panic as listeners thought the event was real even with multiple
messages stating its fictitious nature (Levine, 2000; Memmott, 2013; Schwartz, 2015).
This event raised skepticism among listeners, as some believed an invasion was
happening and others did not. Also, trustworthiness can be questioned, as listeners may
not trust the government or media if fictitious information was reported. This event was
important as it brought to light the fact that other forms of communications were
needed due to radio becoming ineffective (Levine, 2000).
Other studies conducted found that important societal events, CSR campaigns,
and general corporate communications gain notoriety from word of mouth and salience.
Studies conducted by Miller (1945) and Larsen and Hill (1954) suggested that
newsworthy events were mostly diffused by word of mouth and salience of an event.
The salience of an event would be different for multiple audiences as reactions would
be different based on aspects such as messaging, education, and economic background.
Word of mouth and salience are important areas that need to be addressed in this
research as consumers interact with corporations and their friend groups about issues
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that are of importance to them. This is where salience is extremely important to CSR
and POP campaign strategy. If a major natural disaster were to occur and a corporation
implemented a CSR campaign to help benefit society, the salience of the event and CSR
messaging could be prominent as consumers are more likely to purchase an item from a
corporation, or to let their friends know about the actions a corporation took. Once
consumers diffuse the message to others about a CSR campaign it could change
purchasing habits, raise or lower corporate trustworthiness, and could increase or
decrease CSR skepticism.
Eventually mass communications evolved to include communications platforms
such as television broadcasts, newspapers, podcasts, radio, visual communications, and
social media platforms. This shift in technology and communications is important to this
study, as many corporations that implement CSR strategy use these tools to engage with
consumers and other businesses.
One of the most noteworthy innovations adopted in mass communications is the
use of social media networks such as Facebook and Twitter for interactions between
consumers and corporations. Tools such as Facebook and Twitter allow for corporations
and consumers to share their ideas/beliefs about certain topics, and allow for the
promotion of events, news, and CSR campaigns.
The adoption of social media in mass communication is important as
corporations must curate specific content, focus on message frequency, platform
utilization and credibility (Du, Bhattacharya & Sen, 2010). While many of us may use
Facebook for daily communications, Twitter is another great option, especially for
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corporations. Twitter can be used as a platform to quickly disseminate information or
for customer service issues. In 2018, Twitter generated over 330 million active monthly
users who used the platform to quickly check in with their contacts, obtain news, event
knowledge, or to interact with corporations (Aslam, 2018).
Although the DOI theory is one of the foundational ones in mass
communications, there are other theories that also must be addressed. These other
theories regard the implementation of communication platforms and messaging
strategies used to promote CSR and POP donation strategies. Three theories that should
be touched upon are uses and gratifications (U&G), framing, and agenda setting. These
are all some of the most well-known theories in mass communications. The uses and
gratifications (U&G) theory addressed how one communications message can be used
and interpreted by different audiences (Katz, Blumler & Gurevitch, 1973). A consumer
will seek out media about an object or situation, make informed decisions and react
(Katz, Blumler & Gurevitch, 1973). In a study by Liu (2015) U&G is addressed as how and
why media is accessed and what attracts particular audiences (Liu, 2015). This theory
can be applied to this study by analyzing how CSR messaging is curated and shared,
along with determining what behavioral changes occur.
Framing Theory (Entman, 1993) addresses how a message or body of work
influences human knowledge, behaviors and attitudes. One prominent scholar in this
area who developed framing theory was Robert Entman, who suggested that the theory
is an “analysis of how frames illuminate the precise way in which influence over a
human consciousness is exerted by the transfer or communication of information from
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one location—such as a speech, utterance, news report, or novel—to that
consciousness” (1993, p. 51-52). Although Entman’s (1993) definition is widely known,
scholars such as Hallahan (1999) suggested that framing does lack an understandable
definition. Hallahan (1999) analyzed literature from different disciplines and determined
that there are seven types of frames that can be applied to public relations research.
The seven frames are: situations (behaviors and negotiations); attributes (organization
of events and people); risk (decide between two or more options with risk involved);
actions (persuasion for compliance); issues (interpretation of social issues);
responsibility (who takes the blame); and news (framing of story to highlight and
cultural events or issues) (Hallahan, 1999).
This theory is used across the mass communications field when interacting or
sharing a story or idea. Framing can arguably affect credibility and trustworthiness of a
message or body of work, due to its influence on human behaviors (Entman, 1993). This
argument aligns with the ‘Catch 22’ of CSR communications article by Morsing, Schultz
& Nielsen (2008), which suggested that the amount of information provided can lead to
consumers to question the purpose or reasoning behind a message. This can lead to
skepticism of CSR strategies, messages, and ultimately of organizations.
One of the last mass communications theories that must be addressed is the
agenda-setting theory, in which the media sets the agenda to influence public beliefs
and ideas (McCombs & Shaw, 1972). This study, known as the Chapel Hill study,
analyzed what participants believed that most political news was not about issues, but
an analysis of candidate campaigns (McCombs & Shaw, 1972). McCombs & Shaw (1972)
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found that media and its reporting impacted political knowledge, where salience of
issues was correlated with voter issues. Based on the above findings and definitions, the
media tells people what to think versus what they should think (McCombs and Shaw,
1972). An example of agenda-setting is the coverage of a political campaign by differing
news networks, each will report differently based on their bias and views on political
issues.
Since the study in 1972 was completed, many innovations in mass
communications have led to corporations handing their own corporate messaging. In
this case corporations are using online platforms to set the agenda (Sones, Grantham &
Vieira, 2009). Online platforms such as Facebook and Twitter allow for corporations to
control their owned media channels by using tailored content (Sones, Grantham &
Vieira, 2009). Sones, Grantham, and Vieira (2009) conducted a study among
pharmaceutical companies, which determined that certain keywords or phrases were
used to communicate about certain issues to various stakeholder groups. For example,
messaging surrounding corporate mission statement and social issues was provided to
external stakeholders, as the message content was more salient for them (Sones,
Grantham & Vieira, 2009).
This theory is key to CSR messaging, because corporations create different
messages for different audiences. Corporations could set the agenda by telling
consumers what to think about a certain issue and influence a change in behaviors. If a
message about a CSR campaign is not salient to a certain group of consumers, they will
not be interested in engaging with a corporation. Thus, the goal of agenda setting in CSR
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would be to curate salient messages about social issues to promote awareness and
change behaviors.
2.2 Defining Public Relations
Public Relations (PR) is defined as a management function which analyzes public
attitudes, and helps corporations define operational procedures and public interests
(Bernays, 2005). Overall, ethics is one of the most imperative aspects that must be
studied regarding corporate social responsibility (CSR) implementation and
communications as it is significant to all fields of study, especially in public relations
(PR). Ethics and ethical decision-making are two major segments of PR as practitioners,
corporations, and consumers aspire to build relationships, complete moral actions, and
gain knowledge from each other (Bowen, 2010a). The nature of good (Bowen, 2010a)
suggests that ethical management practices and communications are extremely
important to ethics and PR because ethical decision-making can lead to the curation of
beneficial relationships. Ethics is viewed as the foundation of CSR and corporate values
in which corporations do CSR to demonstrate their ethical responsibility (Bowen,
2010a). If corporations make unethical decisions regarding POP donations, such as
hiding information from consumers, the ability to have beneficial relationships and trust
in an organization will be hindered. Thus, skepticism surrounding POP donations and
CSR could increase.
2.3 Understanding Ethics
Ethics is one of the largest concepts and philosophical drivers of CSR, PR, and
mass communications that needs further analysis. As the mass communications field is
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constantly changing, scholars must analyze how factors such as decision-making and
implementation are affected. Scholars such as Wright (1985); Bowen (2002, 2004, 2005,
2009, 2010a, 2010b) and Bowen and Heath (2020) address ethical decision-making and
issues management. Wright (1985) conducted a study among 424 communicators,
where he found six factors of ethics that tested the severity of moral value judgment.
The factors were: socio-economic morality, religious morality, basic morality, puritanical
morality, basic social responsibility, and financial responsibility.
Baker and Martinson (2002) conducted a study, which analyzed the use of
ethical persuasion. They determined that individuals who are able to persuade others
could also act ethically. Baran (2001) and Baker and Martinson (2002) suggested that
the term PR could have a negative viewpoint within corporations, who name their PR
departments differently. Two ethics concepts helped Baker and Martinson (2002)
develop a model that can be used by PR practitioners for their persuasive efforts: red
light ethics (proscriptive approach; what someone should not do), and green light ethics
(proactive approach; what can be done to act well).
Based on the green light approach to ethics, the model created allows for
practitioners to act ethically with persuasion tactics. This model is known as the TARES
model (Baker and Martinson, 2002). The five principles of ethical public relations
proposed were: Truthfulness (provide information needed for decision-making);
Authenticity (integrity, questioning motivations, identify persuader); Respect
(respectfulness of individuals who messaging is geared towards); Equity (fairness, do not
prey upon vulnerable individuals); Social Responsibility (micro-considerations versus
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macro-considerations, serving greater good). The TARES model can be used by PR
practitioners to analyze benefits and consequences of persuasion from the viewpoints
of clients and society (Baker & Martinson, 2002). This model shows how moral
boundaries, authenticity, and truthfulness are foundational aspects when conducting
ethical CSR practices.
Bowen (2002) suggested that ethics plays a key role in decision-making. Issues
management is a decision-making tactic that deals with planning, problem solving, and
communicating (Bowen, 2002). Issues management is defined as the “process that
allows organizations to know, understand and interact effectively with their
environments” (Lauzen and Dozier, 1994, p. 163). Members of the c-suite make these
decisions about operations or campaigns, as they are the top managers of their
organizations (Bowen, 2002). This group of managers in the c-suite can also be referred
to as the dominant coalition as they are the ones in control. Grunig (1992) defined the
dominant coalition as “the group of senior managers who control an organization” (p.5).
In 2004, a study was conducted and highlighted that issues management is a
function of PR and is critical to decision-making. This study argued there is a difference
between an issue’s manager and PR practitioner (Bowen, 2004). Bowen (2004)
determined that PR practitioners are issues managers, but not all issues managers are
practitioners. Issues management is a function critical to managerial operations (Bowen,
2004). This study was conducted to build a model of ethical decision-making based on
the Excellence Study. A normative model based on Kantian philosophy was proposed to
study the effects of decision-making in PR and issues management (Bowen, 2004). The
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model has seven phases or layers which includes: values; issue identification; issue
decision-making; engaging law of autonomy; posing the categorical imperative; duty,
respect, and intention; and symmetrical model (Bowen, 2004). This model helped to
address why ethics is an obligation and function of PR (Bowen, 2004). It shows values, a
symmetrical dialogue flow, and ethical obligation as a reason and foundation for
conducting CSR.
These two studies are important to PR and CSR implementation, because of
ethical decision-making. As stated, above issues management is a function of PR that
should be addressed when making important decisions. The dominant coalition could
make decisions based on Bowen’s (2004) model, which may support the need to
promote ethics in a corporate culture. This model was later used and refined (practical
model) in a study conducted by Bowen (2005). Interviews and observations were
conducted at two pharmaceutical corporations. This study found that both
organizations liked having a model that was more practical and easier to follow. This
study confirmed that employees from the pharmaceutical corporations made ethical
decisions using deontological approaches (Bowen, 2005). One limitation addressed in
this study was that only two large US corporations were used (Bowen, 2005). This raises
concerns about the effectiveness of the practical model in smaller corporations or
industries.
The practical model shows how issues management, deontological approaches,
and ethical decision-making are foundational for implementing CSR campaigns.
Although my dissertation studies consumers, I ask questions about beliefs in corporate
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ethical decision-making. This study is important because if a corporation does not make
decisions with ethics in mind or is deceitful in its communications, CSR skepticism may
rise causing negative purchasing intention and diminished trust.
2.4 Advising the Dominant Coalition
The ability to advise the dominant coalition (DC) is one of the most important
tasks of a PR practitioner. A study by Ryan and Martinson (1983) suggested that
practitioners are some of the most important individuals at an organization. It was
argued that a practitioner should be held to the highest accountability standards and
must be independent and not be integrated with management (Ryan & Martinson,
1983). PR practitioners should be the ones most concerned in the dominant coalition
with CSR implementation, and should serve as the conscience within the organization
(Ryan & Martinson, 1983). Ryan and Martinson (1983) suggested that a practitioner
must have four main qualifications to serve as the conscience of a corporation: the
ability to implement management decisions unless it threatens welfare; advocating for
policies that benefit publics; disseminating needs of publics to management; and
researching information to provide to management.
A socially responsible corporation was outlined as the ability to not only make
large donations, but to make decisions that protect the wellbeing of publics (Ryan &
Martinson, 1983). For example, a corporation may stop selling a product that endangers
lives even if the product generates a large profit margin. This would make an
organization seem trustworthy and could raise profits in the long run (Ryan &
Martinson, 1983). If a practitioner is able to convince a corporation to make this
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decision, the corporation is viewed as socially responsible and having a conscience. This
shows how ethical values, relationships, and trustworthiness are considered obligations
between corporations and publics.
Berger (2005) conducted a study that analyzed the make-up of a dominant
coalition, its powers, and relationships within the inner circles of its members. This
study was conducted as a series of interviews with practitioners who are or previously
served as members of dominant coalitions. Berger (2005) developed six propositions of
how a dominant coalition is built or managed: more than one dominant coalition in a
corporation is allowed (Board of Directors, VP, Management); venues make
participation a challenge (formal versus informal; in-person versus email); CEOs or other
top positions are needed as absence is a major issue (decision-making); decisions by the
DC are almost never final (checks and balances); the DC values counseling from PR
(deliverables and technical abilities); PR practitioners have no immunity (organizational
compliance pressures and issues). These building blocks of a dominant coalition are
essential to understanding who is in charge, who is making the decisions, and why
checks and balances exist. Based on these propositions of how a dominant coalition is
created, an analysis of how to become a member is needed.
Bowen (2008) determined that as practitioners are invited to the dominant
coalition, they are tasked with research and analysis in addition to circulating
information to their publics. A practitioner should be able to act in the best interest of
both corporations and publics, which would ultimately raise levels of trust. As the role of
a practitioner is changing based on the analysis above, Bowen (2008) argued that ethical
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counseling is added to the role of a practitioner in the dominant coalition, and that an
issues manager should understand ethical analysis.
Two types of practitioners highlighted were anti-ethical conscience (rely on
codes or legalities) and pro-ethical conscience (demand for ethics counsel and
experiences communicating with outside publics) (Bowen, 2009). This study was
conducted with 12 interviews and focus groups to understand job responsibilities,
experiences, and more (Bowen, 2008). One finding to highlight was that many
participants believed that business and ethics do not intersect. Also, many participants
were either for or against public relations practitioners serving as ethical counselors
(Bowen, 2008).
Another finding suggested that most individuals did not have access to the
dominant coalition and could not serve as ethical advisors (Bowen, 2008). This finding
was similar to the (Bowen, 2009) article below where only 30% of practitioners have
access to the dominant coalition. PR practitioners may not be effective in their
organization or have access to the coalition due to not having proper education
pertaining to ethics or counseling (Bowen, 2008).
Previous literature by scholars such as Dozier and L. Grunig (1992) emphasized
the need for individuals to obtain a seat at the table to advise on issues ranging from
operational decisions, crisis issues, and reputation. Bowen (2009) determined how a PR
practitioner gains access to a coveted seat at the table and how they should advise to
remain. This study was multi-method consisting of surveys, interviews, and focus
groups. Among the participants surveyed, approximately 30% of respondents reported
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directly to the CEO or president (Bowen, 2009). Bowen (2009) suggested that there
were five routes to obtaining a seat at the table: crisis; ethical dilemma; credibility;
media agenda; and leadership. Most practitioners interviewed and surveyed suggested
that a crisis situation was the quickest way to a temporary stay in the dominant coalition
(Bowen, 2009). Ethical decision-making was another way to joining the dominant
coalition especially when corporate values are on the line along with communicating to
groups of publics (Bowen, 2009).
Two essential factors to analyze ethics in PR are education and the ability to
serve on the dominant coalition. In the United States, most communications programs
have a PR major or minor that students can take classes within. Some of these courses
could include ethics, law, theory, and management. This allows for students to become
well rounded. Among international universities, PR may not be designated as a major
(Gonçalves, Spínola & Padamo, 2013). Gonçalves et al. (2013) conducted a content
analysis of 14 undergraduate and eight graduate programs to analyze courses and major
offerings. The findings suggested that there were no undergraduate programs and three
graduate programs in Portugal designated as PR (Gonçalves et al., 2013). Most programs
focused on writing and production, with very few having courses in ethics (Gonçalves et
al., 2013). These findings suggested that countries such as Portugal focus more on
communications studies and do not provide adequate PR education (Gonçalves et al.,
2013). Thus, there is a need for strong PR programs in the United States with a large
focus on ethics, decision-making, law, and management courses. PRSSA and ACEJMC
have a code of ethics or competencies that universities should implement and instill in
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students. As these are only a few organizations there are many more that emphasize
their own codes and purposes for implementation.
For example, to have a PR program accredited by ACEJMC, a program must
follow their competencies and values. One of the competency values emphasized is to
“demonstrate an understanding of professional ethical principles and work ethically in
pursuit of truth, accuracy, fairness and diversity” (ACEJMC, n.d.). The Commission on
Public Relations Education requires a stand-alone ethics course for both undergraduate
and graduate programs (CPRE, 2019). Due to these standards, universities in the United
States should implement ethics courses within their PR curriculum to allow for
competitiveness, accreditation, and a strong program.
Without ethics courses, students will be at a disadvantage as practitioners, may
find it hard to make ethical decisions, and find it difficult to become part of the
dominant coalition. This will be due to the lack of a proper, well-rounded PR education
in which major skillsets are lacking. As PR education is important, this shows the need
for implementation of ethics courses as a reason and foundation for conducting CSR and
proper PR practices.
Yang, Taylor and Saffer (2015) analyzed similarities between codes of ethics
from PR organizations and journalism organizations. Both PR and journalism
organizations do an acceptable job emphasizing their codes, which include expertise,
morals, promoting ethical actions, and professionalism. The challenge presented in the
study was that PR and journalism organizations lack a common understanding of their
roles in society (Yang, Taylor, et al. 2015). Journalism codes focused their responsibility
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on reporting to the public, whereas PR focused their purpose on serving their clients
(Yang, Taylor, et al. 2015).
Both PR and journalism intersect, thus a stronger relationship is needed to
emphasize their roles within society. Although PR and journalism have different uses,
both areas should focus on public interest and society (Yang, Taylor, et al. 2015). With
these challenges, universities should require students to take courses in each track. This
will provide students experiences and an understanding of how PR and journalism
intersect. Although codes of ethics and operations may be different, both PR and
journalism should share a common goal: to interact with the public, emphasize ethical
decisions, and raise awareness of societal issues.
A study by Neill and Weaver (2017) analyzed why millennial practitioners felt
unprepared to offer ethical counseling in corporate settings. A survey was conducted
with over 200 millennial practitioners averaging about 3 years of PR experience. In this
survey findings suggested that millennial practitioners did not feel prepared to offer
ethical counseling (Neill & Weaver, 2017). Findings also suggested that millennial
practitioners were more likely to provide ethics counseling if they acquired a mentor,
took an ethics course in college, completed ethics training on the job, or took ethics
training from a professional organization. The role of joining professional organizations
is based on social identity theory in which individuals classify themselves as members or
potential members of an organization and actively participate (Ashford & Mael, 1989;
Neill & Weaver, 2017).
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This study emphasized that education, joining organizations, and mentorship
lead to the promotion ethical counseling from millennials (aspiration of membership to
the dominant coalition). As millennials are becoming more comfortable to provide
ethics-counseling, they implement ethical decision-making within corporation and
increase trust, which is a foundation of CSR.
2.5 Evolution of Public Relations
PR is a sector within the mass communications field that is constantly evolving.
There are many professional and academic organizations that encourage the practice of
PR. The PR field can be defined based on many definitions from professional
organizations or scholarly works. In terms of PR management and its practices, Bernays
(1928) argued for the importance of PR implementation in organizations. The
importance of PR in organizations was studied by Grunig and Hunt (1984), who
suggested that “public relations activities are part of the management of
communication between an organization and its publics” (p. 6).
Another definition of PR that is important can be adapted from Ledingham and
Bruning (1998), and Bowen (2018) who suggest that PR is performed by a group of
individuals who are ‘ethical counselors.’ These practitioners create communications
strategies that help to build trust, relationships, and provide benefits to corporations.
One definition of PR that is flawed and raises issues comes from PRSA. PR is defined as a
“strategic communication process that builds mutually beneficial relationships between
organizations and their publics” (PRSA, n.d.). In 2019, Bowen, Rawlins, and Martin
analyzed the definition and found that it was determined that often little to no common
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benefit exists. Bowen, Rawlins, and Martin (2019) found that the definition requires
harmonious relationships and that a PR professional must act in the best interest of
both its publics and the organizations in which it represents; yet they pointed out that
this is often a strategic impossibility. This definition creates issues, as there is not a clear
understanding of relationships between most corporations and their publics. Also,
issues arise when attempting to act in the best interest of multiple parties, as legal
issues, conflicts, crisis, and other societal events happen, which may not provide mutual
benefits. In this case, strategic issues management proved a better definition of public
relations strategically than did mutually beneficial relationships (Bowen & Heath, 2020).
One of the most important individuals in early PR study is Bernays (2005), who
coined the term practitioner and provided a basic understanding of what they do. One
contribution by Edward Bernays that is extremely beneficial to the practice of PR is his
work on promoting the theories of psychoanalysis by Sigmund Freud. These theories
helped shape what drives human behaviors and attitudes and influences (Freud &
Strachey, 1990). Freud believed that events that happened during childhood played a
role in shaping personalities during adulthood (Freud & Strachey, 1900).
Along with promoting these theories, Bernays is known for his work on the
manipulation of public opinion with the use of ‘opinion leaders’ to drive sales of
products or to create influential messaging to sway opinions of others (Bernays, 2005).
This is the goal of much public relations today, in which practitioners curate messages,
campaigns or other projects to asymmetrically influence their audiences. As PR is part of
the decision-making process and daily operations, corporations and PR practitioners
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must be knowledgeable in issues management, crisis communications, and ethical
decision-making.
When implementing PR strategies, the communication strategy and audiences
must be analyzed for overall effectiveness. As framing is one of the most important
theories in mass communications it is also extremely important in the field of PR as
practitioners are curating messaging, implementing campaigns, and communicating
with wide varieties of audiences. Referring to the earlier definition of framing by
Entman (1993), framing addresses how a message or body of work influences human
knowledge, behaviors and attitudes. This theory helps influence the situational theory of
publics, in which an individual or corporation attempts to influence others to change
their attitudes or behaviors based on opinions presented to them.
One of the most important theories in PR is the situational theory of publics by
Grunig (1968, 2005). A public was viewed as a person or group of individuals who are
aware of a certain societal issue and take action based on their ideas or beliefs. This
theory is important to this study as it can be used in the decision-making process and
because CSR campaigns can be tailored to consumers in a way which they will take
action. This also relates to Grunig’s asymmetrical model of PR in which persuasion or
other tactics are used to have consumers take a stance (POP, purchase intention,
product donation).
Another aspect of that must be addressed is the symmetrical model of PR in
which a practitioner should create understanding about topics such as CSR or societal
issues to build trust. This model is also important, as ideally there should be mutual
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understanding, even if both sides do not agree (compromise) (Grunig, 1992; Ledingham
& Bruning, 1998).
Thus, the ethical nature of CSR can also be questioned based on the above CSR
campaigns and the understanding of CSR skepticism. One form of communications that
will help to shape this study is the use of monologic (symmetrical) versus dialogic
(asymmetrical) communications strategies when implementing POP campaigns as CSR.
Although, research does exist on these concepts and provides multiple
methodologies and conclusions, this study will add to existing research by examining
and expanding upon the above variables as they relate to CSR skepticism surrounding
POP donations. The proposed study will analyze CSR messaging, perception of CSR
motivations, awareness, and CSR skepticism, to explore the relationships between
consumer purchasing intentions and corporate trustworthiness. The literature review
will provide a thorough outline of these theories and concepts, but first, an explanation
of mutually beneficial relationships (MBR), ethics, and moral development is needed.
Bowen and Heath (2020) argued that mutually beneficial relationships fail as a
normal aspect of PR. To combat this issue and PRSA’s definition of PR, it is suggested
that ethics is the basis for PR as all relationships will not be mutually beneficial, but are
ethical in nature (Bowen & Heath, 2020). A case analysis about climate change was
conducted and found that crucial relationships were formed. Some of these
relationships were found to have potential for mutual benefit, but others created
asymmetrical benefits and hostility (Bowen & Heath, 2020).
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While corporations may want to build mutually beneficial relationships that build
trust, it is argued that MBRs are not easy to come by in a capitalistic market driven by
issues or conflict (Bowen & Heath, 2020). Thus, Bowen and Heath (2020) argued that
strategic issues management is better than MBRs for understanding any conflicts and
decision-making strategy. With the use of strategic issues management, conflicts
between corporations and consumers can be understood and potentially resolved
(Bowen & Heath, 2020). Due to these findings, strategic issues management is a major
aspect of PR. Definitions with MBRs are not appropriate due to the falsehood or the
predetermined nature of building positive relationships for both sides. They argued that
sometimes that approach is not possible or ethical.
One of the most famous studies in the field of PR is the Excellence Study (Grunig,
1987). The project was conducted to emphasize the value of PR in organizations and
how it can be used to build organizational excellence/effectiveness (Grunig, 1987). The
project was completed with the analysis of operational procedures and the current state
of PR within corporations. During this timeframe there were many models and factors of
organizational effectiveness proposed (goal attainment, systems, strategic
constituencies, and competitive advantages) (Grunig, 1987). Examples of these factors
are as follows: goal attainment – a decision maker compiles a list of goals or objectives
measured overtime; systems – an analysis of issues effecting the operations and
organizational effectiveness of a corporation; strategic constituencies – a public who
takes a stance on an issue and reacts; competitive advantage – an analysis of
organizational effectiveness over competing corporations (Grunig, 1987).
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Another important aspect in the study of PR is ethics. Ethics in PR has been
studied many times by scholars such as Bowen, (1953); Pearson (1989); Grunig (1992b);
Wright (1993); Botan (1997); Fitzpatrick & Gauthier (2001); Parsons (2004); Smudde
(2005); Bowen (2010); and Frey, Botan and Kreps (2010). Ethics and decision-making
have been topics constantly studied in PR and in CSR specifically. One of the most wellknown and early works regarding CSR and decision-making is from Bowen (1953) who
suggested that the role of a businessperson is to determine economic ideas, make
informed decisions on research and development, and implement social responsibility
practices. This definition of social responsibility is outdated, as many ethical principles
and decision-making tactics have been implemented across organizations today. Bowen
(1953) viewed the term ‘social responsibility’ as making a profit and having a
corporation with optimal operating procedures. Pearson (1989) argued that dialogic
and symmetrical communications are important for its use in ethics and behavior. As
two-way communications strategies are implemented, there are tensions between
interests of multiple parties. Thus, Pearson (1989) found that ethical relativism is
common among PR practitioners. Ethical relativism is “the view that ethical moral
standards are unknowable or do not exist, and that as a result, no way exists to mediate
among common interests (Pearson, 1989, p. 67-68). Pearson (1989) also analyzed how
the Coorientation theory tested the link between practitioner’s beliefs of ethical
communications and rules. The Coorientation theory analyzes relationships between
two individuals or topics and links them to an issue (Newcomb, 1953). With this theory a
practitioner could use communication rules to propose dimensions and conditions for
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dialogic communications. The needed conditions for ethical public communications
were communication relationships; audit; and metacommunication systems (Pearson,
1989).
Grunig (1992b) suggested that ethics is a segment of both public relations
strategy and issues management in which decision-making is carried out. Other areas of
ethics that have been explored analyze codes of conduct (Wright, 1993). Most
corporations and professional associations do have codes of conduct, but it is
questionable if they are emphasized in the workplace. Wright (1993) suggests that PR
practitioners practice ethical values, because they believe in them and want others to
practice ethical behaviors in business as well.
Ethics is a set of morals, rules, or principles that help solve an issue that benefits
society (Frey, Botan & Kreps, 2010). Thus, another definition of PR that emphasizes
ethics is from Heath & Coombs (2006), which suggested that PR is a management
function involving research, planning, publicity, promotion, and collaborative decisionmaking. This definition provides many topics emphasized in the below sections of this
study.
In 2004, Parsons suggested that practitioners should examine their ethical
practices, and be aware of the public misunderstanding corporate motivations. Five
principles that supported ethical decision-making were suggested: beneficence (do
good), confidentiality (privacy), non-maleficence (do no harm), and veracity (tell the
truth) (Parsons, 2004). Jiang (2005) wrote a review of the book by Parsons (2004), in
which social responsibility was viewed as the core of PR ethics, leading to better
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reputation and increased trust. Jiang (2005) argued that Parsons (2004) failed to
determine how ethical decision-making models could be used in corporations that
implement different public relations models and strategy. This argument provides valid
reasoning as to why ethical decision-making, should be studied within many different
corporations. Definitions and models above have previously been analyzed and updated
to provide corporations with a basis for the implementation of ethical decision making.
One factor of ethical decision making to address is moral development. Moral
development is based on the idea that understand that their actions are right or wrong
(Bowen, 2013). Moral development was created based on three levels by Lawrence
Kohlberg. The three levels were: preconventional (child or baby who is not yet moral,
reacts to punishment); conventional (decision-making based on conforming to social
norms); and postconventional (self-accepted morals justified with analysis) (Kohlberg,
1984). Bowen (2006) found that high-level executives made decisions by incorporating
autonomous moral development.
Bowen (2006) emphasized how autonomy plays a role in public relations
strategies and the decision-making process. Ethical management and decision-making is
also extremely important to PR due to building relationships, the promotion of moral
actions, and building knowledge (Bowen, 2010a; Bowen, 2010b). The nature of good
(Bowen, 2010a) (responsibility, collaborative decision-making, listening, social value
emphasis, ethical management practices, communication, and dialogue) is also
extremely important to ethics and PR because ethical decision-making can lead to the
curation of beneficial relationships.
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In 2016, Bowen suggested that major challenges surrounding the definition of
ethics existed due to many terms and ideas being used interchangeably. Three
frameworks were introduced to help define moral philosophy and ethics. The
frameworks introduced were virtue, deontology, and utilitarianism (Bowen, 2016).
Virtue was viewed as the knowledge of knowing when an individual is right and how
that individual should act to have a successful life. Deontology was viewed as the
analysis of ethics in principles, rights, duties, and logic. The Utilitarianism framework
was viewed as decisions are ethical in terms of consequences and societal conditions
(greater good for a majority).
Overall, the evolutions of both Mass Communications and PR have been
instrumental in the evolution of CSR, POP donations, skepticism, and their relationships
with trust and purchasing intentions. Next, an analysis of the definitions and evolution
of CSR will be conducted.
2.6 Defining CSR
Many definitions of CSR exist and have built upon previous definitions to frame
our understanding of CSR today. One of the most cited definitions of CSR is from
Howard Bowen (1953), who believed that CSR is a tactic or campaign implemented by a
corporation to raise benefits and awareness of social issues, and to increase trust
among consumers. This definition provides a basic understanding of what CSR is and
emphasizes keywords (benefit, knowledge, trust) still used to describe CSR today. As this
definition is extremely basic, others such as Johnson (1971); Aupperle, Carroll & Hatfield
(1985), and Carroll (1999) have made a large impact as to how the shift of CSR. These
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scholars propose that CSR allows for an organization to be socially responsible, strategic,
and understanding of interests from different stakeholder groups (Johnson, 1971;
Carroll, 1999). One of the most important CSR definitions that should be analyzed in this
study comes from Aupperle, Carroll & Hatfield (1985) who suggested that CSR is a form
of economic responsibility in which an organization implements CSR strategy for its own
benefit. In the 2000s, CSR research took a deeper dive into its current definition and
why it should be implemented.
In the 2000s, the definition of CSR shifted to reflect a strategic approach that
addressed branding, reactions and expectations. Consumers expect that corporations
will communicate effectively regarding CSR strategy (Carroll, 1978; Kotler & Lee, 2005).
Although this definition is practiced today, the term CSR has been viewed as a more
‘strategic’ tactic.
The shift to a strategic approach has allowed for corporations to implement CSR
strategy without promoting ulterior motives and has allowed corporations to give back
to communities in which their stakeholders reside (Kotler & Lee, 2005; Afrin, 2013). The
above definitions of CSR are strong in nature but are not perfect based on the
implementation of current CSR campaigns. Due to this issue CSR tactics may be
implemented by corporations with the purpose of generating large corporate benefits
that consumers may not know about (Carroll, 1999; Kotler & Lee, 2005; Porter &
Kramer, 2006; Coombs & Holladay, 2012; Page & Parnell, 2017).
As seen above, the definition of CSR has changed drastically in which there is
little consistency regarding operational decisions. Articles from Pomering and Dolnicar
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(2008); Friestad and Wright (1994) suggest that the theoretical basis of CSR is still
lacking, and that profit-raising schemes are still prevalent. CSR has been studied in
relation to POP donations, skepticism, trust, and consumer attitudes, seen below
(Obermiller & Spangenberg, 1998;Olsen, Pracejus & Brown, 2003; Lichtenstein,
Drumright & Braig, 2004; Grau & Folse, 2007; Morsing, Schultz & Nielsen, 2008; Kim &
Lee, 2009).
2.7 Evolution of CSR
The management and implementation of CSR strategies has evolved drastically
from making a profit and having a corporation with optimal operating procedures to
how the role of an executive and the implementation of CSR campaigns existed (H.
Bowen, 1953; Carroll, 1999). In the 1950’s most research and work done on CSR was the
development of a definition. The term CSR was crowned by H. Bowen (1953), who set
forth a set of operational guidelines, which corporations and leaders needed to
implement based on societal issues. As H. Bowen’s ideology of CSR is one of the most
well-known and constantly cited in academic literature, it can be argued that he is the
‘father of CSR’ (Carroll, 1999).
As the 1950s was the era of understanding and developing CSR, the 1960s can be
viewed as the development of strategies that addressed issues that were problematic to
society. One of the most important scholars during this time period was Keith Davis
(1960) who explained why CSR was important due to societal shifts from government
and other economic changes. One of Davis’ (1960) most important contributions was
that the businessperson was in control of decisions regarding CSR and how its
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implementation will affect the overall profits within an organization. Thus, Davis (1960)
defined CSR as a “businessman’s decisions and actions taken for reasons at least
partially beyond the firm’s direct economic or technical interest” (Davis, 1960, p. 70).
During this time period other scholars helped to develop strategies relevant to the
implementation of CSR. A scholar who was influential during this time period was
Frederick (1960) who proposed a theory of business responsibility, which emphasized
the value of CSR, and how executives should base decision-making about CSR strategy
on knowledge of about societal issues and how the issues will play a role on overall
corporate operations. Also, during this time it was believed that a firm should be socially
responsible by getting involved in political issues and trying to take a stance in societal
issues (Frederick, 1960).
The 1970s were known as the managerial influence and CSR development years.
During this time many corporations were founded and expanded in stores that we still
see today. Also, during this time many new social expectations from consumers existed
and new governmental regulatory statutes were implemented. During the 1970s, a lot
of work was done to successfully create managerial guidelines about CSR. The most
important events during the 1970s were the creation of two CSR definitions still used
today (Johnson, 1971; Carroll, 1979). In 1971, Johnson proposed that CSR is known as “a
socially responsible organization; understanding of all interests; who considers multiple
stakeholders” (Johnson, 1971, p. 50). This definition encompasses the expectations of
CSR implementation, proper CSR management/regulation, and was a precursor for one
of the most widely known and used definitions of CSR today. Carroll (1979) suggested
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that CSR strategy from corporations must “encompass the economic, legal, ethical, and
discretionary expectations that society has of organizations at a given point in time” (p.
500). This definition provides a great understanding of why CSR is important to the
success of corporate operations and must be implemented effectively.
In the 1980s and 1990s, CSR implementation was at its peak. In 1980, CSR was
seen as a part of the decision-making process, which focused on its operational benefits
and how it influenced corporate and consumer behaviors (Jones, 1980). Another aspect
of CSR during the 1980s that has been studied was its relationship between
implementation and profit margins (Aupperle, Carroll & Hatfield, 1985). Aupperle,
Carroll & Hatfield (1985), found that “the more concerned a corporation was with its
economic responsibilities, the less interested it was in its ethical responsibilities ” (p.
457). During the 1990s, two of the most influential studies about CSR and
implementation were conducted (Carroll, 1990; Wood, 1991). Carroll (1990) proposed a
CSR pyramid, which could be used by an executive or decision maker to outline
responsibilities and implement CSR. The pyramid was used to suggest that there are 4
aspects of social responsibility in CSR campaigns: economic, legal, ethical, and
philanthropic (Carroll, 1990). This model suggests that a corporation first needs to
generate a profit to build a foundation; a corporation must follow and obey laws and
regulations; it is the responsibility of a corporation to be ethical and implement ethical
decisions, and a corporation should give back to communities through monetary or
other resources (Carroll, 1990).
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After Carroll (1990) suggested this pyramid as a way of implementing CSR, Wood
(1991), suggested adding three more aspects that need addressing (environmental
assessment, stakeholder management, and issues management) (Wood, 1991). These
areas are essential to the implementation of CSR strategy and overall decision-making.
These areas of CSR implementation are important, as they are the backbone for the
development of a successful campaign. These terms fit into the above PR definitions, as
corporations must assess their current environment to cater to stakeholders. Also,
issues management is important to PR as it allows for corporations to build relationships
while veering away from MBRs.
In the 2000s, many corporations implemented CSR strategy and were able to
give back to communities in which they serve. By this time CSR was practiced not only in
the United States, but also worldwide. As CSR has evolved and shifted it can be viewed
as a strategic tactic, in which a voluntary action taken by an organization that will
benefit society and influence corporations (Kotler & Lee, 2005). Other research in the
2000s has changed the definition and purpose of CSR for non-profit versus for profit
organizations. Bloomquist (n.d.) concluded that CSR does exist in daily operations for
both non-profits and for-profit corporations, but some non-profits do not emphasize the
standard ‘corporate’ CSR definition to allow for differentiation between them. Waters
and Ott (2014) conducted a study at a non-profit organization where employees were
interviewed about their CSR practices. They found that most employees found it
challenging to give an example of CSR as most interviewees did not use the term when
emphasizing their activities.
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Due to this finding, and previous studies conducted by scholars such as Bortree
(2014); McPherson (2017); and Page and Parnell, (2017) it can be argued that CSR is
viewed as a form of ‘advocacy’ by many individuals and corporations today. The term
advocacy is changing how CSR is viewed as corporations and individuals take a stance on
societal issues that affect their publics and stakeholders (Bortree, 2014; McPherson,
2017; Page & Parnell, 2017). In recent days many corporations have blacked out their
social media platforms, encouraged donations to legal funds, charitable causes, and
have donated portions of profits from campaign specific items. As suggested by Waters
and Ott (2014), corporations implemented an ‘advocacy’ campaign as a CSR tactic in
which outreach programs about police brutality and other societal issues are directly
affecting their consumers.
As the term ‘advocacy’ is becoming prevalent in CSR and corporate practices
more research needs to be completed regarding corporate and societal benefits (ROI)
and reputation (Walker & Kent, 2009). Although Walker and Kent’s (2009) study was
about CSR in sports, it is still effective for studying CSR knowledge and reputation. This
was a study in which fans were interviewed or surveyed and findings suggested that
fans ultimately did not know about the wide variety of CSR activities, but were satisfied
knowing that they were conducted. In this case CSR was used to build trust between
teams and fans, as there was an understanding that CSR was conducted to help society.
The studies from Walker and Kent (2009); Waters and Ott (2014) can be applied
to many different scenarios, but ultimately raise the question is advocacy a form of CSR?
In the section above, corporations took a stance regarding police brutality as a way of
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interacting with consumers to raise awareness and build trust. If a corporation becomes
an ‘advocate’ about a societal issue and attempts to interact with consumers about an
issue at hand, this can be viewed as a form of CSR strategy. This builds trust and
awareness about societal issues at hand. Although, consumers may not know about all
CSR campaigns, they should be satisfied that a corporation practices CSR based on the
study by Walker and Kent (2009), as trust should increase. This can also change
behaviors such as purchasing intention (raising profits), but ultimately a change in
purchasing decisions can be influenced from the actions of a corporation.
2.8 Creating Shared Value
Creating shared value (CSV) is an approach to corporate operations that allows
for competitiveness in corporate markets, while making a difference in the areas they
serve (Chen, Hung-Baesecke, Bowen, et al., 2020). One important definition of CSV from
Porter and Kramer (2011) suggested that CSV “enhances the competitiveness of a
company while simultaneously advancing the economic and social conditions in the
communities with they operate” (p. 66). Porter and Kramer (2011) argue that CSV is not
social responsibility but is a way of building profitability. CSV in corporations is more
sustainable than CSR, because CSR focuses mostly on reputation and is short term
(Porter & Kramer, 2011). In this case, Porter and Kramer (2011) see CSR as strictly
philanthropic and not as a core segment of business. Thus, they argue that CSV may be
more beneficial in the long run to increase profits, raise awareness, and overall
productivity (Porter & Kramer, 2011).
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Scholars such as Beschorner (2013) and Crane, Palazzo, Spence, et al. (2014)
argue that there are many misunderstandings of the definition and implementation of
CSV. Beschorner (2013) suggested that CSR is integral to business operations. CSR
allows for corporations to take a stance, incorporate philanthropy, and build trust along
with profits (Beschorner, 2013). This argument suggests that if CSR was seen only as
philanthropical it would not be beneficial to implement, do to risk in losing profits and
questionable motivations. Thus, Beschorner (2013) makes a clear argument that Porter
and Kramer (2011) are downplaying the role of CSR to make CSV seem original.
Beschorner (2013), also argued that social needs are seen as economically smart and
not as an ethical standard centered within Porter and Kramer’s (2011) work. This is a
problem as corporations can ethically implement CSR campaigns to help raise
awareness of a social issue. Porter & Kramer’s (2011) work argued that social needs are
viewed as economically smart and not an ethical standard. This argument goes against
findings in most CSR and ethics research.
A 2014 article by Crane, Palazzo, Spence and Matten (2014) argues that CSV has
many issues that hinder the goal of re-legitimizing corporate operations. It was argued
that CSV is not original; does not properly highlight compliance issues; and is based on
the perception of corporate roles in society (Crane, Palazzo, Spence and Matten, 2014).
Thus, more research is needed to further create a definition of CSV that is more
conceptually understanding.
There are major differences between CSV and CSR among economic benefits and
motivation (Chen, Hung-Baesecke, Bowen, et al.,2020). Essentially, corporations
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increase their competitiveness and profits by helping solve social issues (Porter &
Kramer, 2011). These two areas are of utmost significance as this dissertation analyzes
how corporate motives relate to purchasing intentions and trust. Economic benefits are
viewed as building competitive advantage (CSV) and as a reduction of risk while
emphasizing goodwill (CSR) (Chen, Hung-Baesecke, Bowen, et al., 2020). Corporate
motivation is viewed as the ability to generate new leads (CSV) and as the ability to build
relationships and reputation (CSR) (Chen, Hung-Baesecke, Bowen, et al., 2020). Also,
many corporations implement CSV in their operations to increase both overall
profitability and productivity (Porter & Kramer, 2011). For example, Nestlé promoted
CSV in the workplace by analyzing their compliance standards, and by listening and
responding to employees on how to improve operations. The improvements
implemented changed the culture, made employees more productive, and generated
more profit for the corporation (Nestlé, n.d.). Another example CSV implemented by
Nestlé was by localizing manufacturing plants; this in turn lowered manufacturing costs
while creating local jobs (societal value) (Nestlé, n.d.). These are forms of CSV because
they integrate social and environmental issues into business, which is different than
CSR. Based on Porter & Kramer’s (2011) study CSR is a task that is separate from
business.
Chen, Hung-Baesecke, Bowen, et al. (2020) conducted a study to determine how
individuals perceive CSV over CSR implementation. Findings from this study suggested
that individuals expected corporations to both solve social issues and make profits
simultaneously (Porter & Kramer, 2011) and that the term CSV was viewed more
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favorably (Chen, Hung-Baesecke, Bowen, et al., 2020). This study also suggested that
when profit is viewed as a motivation of CSV there is little if any rise in skepticism (Chen,
Hung-Baesecke, Bowen, et al., 2020). These findings are also beneficial to CSV as
millennials are more likely to shop at corporations that implement a solution to a
societal issue as a way of solving problems and increasing profitability (Maignan, 2001;
Pomering & Dolnicar, 2008; Nielsen, 2015; Deloitte, 2019; Chen, Hung-Baesecke,
Bowen, et al., 2020). If a corporation emphasizes how an operational strategy (e.g.,
cutting emissions) is of benefit to society, a consumer would be more likely to make a
purchase, which will increase profitability. To understand why CSR should be part of a
corporations operating procedures and is beneficial to social issues, arguments for CSR
implementation will be presented.
2.9 Why do CSR?
Since CSV seems like a lucrative approach, why should a corporation implement
CSR? CSR is arguably one of the most important activities that can be incorporated into
daily operations. First, CSR in the United States is not required, meaning corporations
are not forced to implement it. Later, you will see a definition by Kotler and Lee (2005),
who suggested that CSR is discretionary, betters’ communities, and raises awareness.
Also, CSR has existed for many years. One of the first scholars to explore CSR and define
was Howard Bowen in 1953. Since this time the definition has shifted to include
keywords such as ethics, PR, responsibility, and reputation. When CSR is implemented, a
corporation takes a stance on a societal issue and donates a portion of the profits to
help support a cause.
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Also, with the analysis of millennial purchasing habits in the sections below, you
will see that over 80% favor purchasing goods from a corporation that implements CSR
(Maignan, 2001; Pomering & Dolnicar, 2008; Nielsen, 2015; Deloitte, 2019). Due to the
purchasing habits of millennials corporations need to create messaging that is ethical
and easy to follow. Bowen (2005) suggested the use of a practical model, which focused
on deontological approaches to decision-making and communications.
The way in which practitioners communicate with the millennial population is
key to successful CSR implementation. The Diffusion of Innovations (DOI) theory has
changed communications today. Previously, consumers would get information through
newspaper, radio and TV, but a shift has occurred to social media and other passive
forms of communications (Rogers, 2004). With the use of social media platforms such as
Facebook and Twitter, corporations can create messaging that is easy to read,
frequently viewed, and is platform specific (Du, Bhattacharya & Sen, 2010). Also, these
platforms are free to use and have paid features that allow for further distributions to
audience channels.
There is minimal risk for CSR implementation in corporations. Generally, a
corporation will highlight an issue to raise awareness and encourage consumers to take
action. If a corporation donates goods or money to a non-profit organization, this will be
of benefit to the level of trustworthiness, if it is communicated properly. If poor
communication strategy does happen, a consumer would become more skeptical of
motivations, trust, and awareness. Trust is a result of ethics and is an ethical concept.
This would ultimately affect their purchase intentions, if a consumer believed that a
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corporation was untrustworthy or deceitful. Next, definitions of CSR will be highlighted
to showcase why it should be part of daily operation and is important to society.
2.10 Defining POP Donations
POP donations can be viewed as a PR campaign in which a corporation donates a
portion of proceeds from sales to a non-profit organization located in the communities
of stakeholders (Varadarajan & Menon, 1988; Ford, Smith & Swasy, 1990; Maignan,
2001). POP donations can also be viewed as the purchase of an item in which a set
percentage or dollar amount is donated to a charitable cause or organization (Olsen
Pracejus & Brown, 2003). This definition is important as it relates to CSR, in which a
corporation implements a POP campaign to raise awareness and to generate revenue
for causes salient to stakeholders. Millennial consumers are attracted to POP donations
due to convenience and their CSR knowledge. Due to knowledge of previous CSR
practices, management intentions, ethical communications and PR strategies; POP
donations have influenced changes in consumer purchasing habits (intention).
Consumers are more likely to purchase an item if a corporation donates part of the
proceeds to a non-profit organization (Nielsen, 2015; Deloitte, 2019). As a consumer
group, millennials enjoy convenience and passive CSR in which they participate through
various channels (Ford, Smith & Swasy, 1990; Maignan, 2001; Pomering & Dolnicar,
2008; Rim & Kim, 2016; Kim 2017). Millennials are also the largest generational group in
the United States workforce (Calk & Patrick 2017).
Previous research about POP donations has been conducted in advertising and
management to understand how implementation, decision-making, and wording of a
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message affect consumer viewpoints (Olsen Pracejus & Brown, 2003; Grau & Folse,
2007; Kim & Lee, 2009). Recently POP donations have become a major topic of study in
public relations and other communications fields, as scholars link POP donations to
increased skepticism due to uncertain corporate intentions, decision-making, and the
need to increase profit margins (Porter & Kramer, 2006). As corporations attempt to
implement POP donations, consumer knowledge may be minimal which in turn could
cause CSR skepticism to increase. To overcome low awareness of CSR strategies,
corporations need to implement PR campaigns that will inform multiple audiences
about POP donation tactics. The implementation of PR campaigns regarding POP
donations is important, as approximately 85% of consumers believed that corporations
should use ethical public relations strategies to highlight implemented CSR activities
(Cone, 2017).
2.11 Evolution of POP
The management and implementation of POP donations has evolved from cause
related marketing (CRM), which is commonly researched across multiple disciplines. As
stated in Ch.1, a POP donation is a campaign in which a corporation donates a portion of
proceeds from sales to a non-profit organization that is in the communities of
stakeholders (Varadarajan and Menon, 1988; Maignan, 2001; Ford, Smith & Swasy,
1990). In this case, a CRM campaign can be implemented in which CSR messaging will
say that some form of money will be donated (Olsen, Pracejus & Brown, 2003).
Regarding CRM and POP donations there are two forms of campaigns, which can be
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implemented: a percentage of price and percentage of profit campaign (Olsen, Pracejus
& Brown, 2003).
Previous research about POP donations has been conducted in advertising and
management to understand how implementation, decision-making, and wording of a
message affect consumer viewpoints (Olsen Pracejus & Brown, 2003; Grau & Folse,
2007; Kim & Lee, 2009). Olsen, Pracejus & Brown (2003) conducted a series of four
studies to determine how messaging plays a role in consumer understanding of the
campaign type. One of the most notable findings from both studies was when donation
was viewed as a ‘percentage of profit’ more consumers were questioning the amount
donated (Olsen, Pracejus & Brown, 2003). Thus, this type of campaign could lead to
increased consumer skepticism surrounding how a donation should be messaged.
Another definition that relates to POP donations is the purchase of an item in
which a set percentage or dollar amount is donated to a charitable cause or
organization (Olsen Pracejus & Brown, 2003). This definition is significant as it relates to
CSR, in which a corporation attempts to give back to local communities in which they
serve.
Recently POP donations have become a major topic of study in PR and other
communications fields in which scholars such as Olsen Pracejus and Brown (2003);
Porter and Kramer (2006); Grau and Folse (2007); and Kim and Lee (2009) link POP
donations to CSR skepticism based on uncertain corporate intentions, questionable
decision-making, and the need to increase profit margins. As corporations attempt to
implement POP donations, consumer knowledge may be minimal which in turn could
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cause CSR skepticism to increase. To overcome low CSR knowledge, corporations need
to implement PR campaigns that will tell multiple audiences about POP donation tactics.
2.12 CSR Communication Factors
Many studies exist which have highlighted the importance of CSR
communication strategies and factors. Scholars such as Kim and Ferguson (2016) and
Kim (2019) have analyzed Communication Factors needed for CSR to be effective. Kim
(2019) measured CSR communication strategies to understand consumers perceptions
of corporate CSR practices. Kim’s (2019) study proposed a CSR communication process
model to test the relationships between CSR communication and company
identification. The factors measured in the Kim (2019) study were: CSR informativeness;
Transparency; Consistency; Personal Relevance; Factual Tone, and Promotional Tone.
Kim (2019) analyzed the relationships between these factors and corporate
reputation by conducting a survey among United States consumers. Findings suggested
a positive relationship between the CSR communication factors and CSR knowledge,
trust, and reputation (Kim, 2019). Another finding that was important to the study was
that self-promotional message tome had a negative relationship with trust and
reputation. This dissertation will measure the relationships between the above CSR
communication factors, CSR engagement, skepticism trust, and purchase intention.
Skepticism and purchase intention are two areas that this dissertation will analyze based
on the suggestions for future research presented in the Kim (2019) article.
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2.13 Personal Relevance and Engagement of CSR
Scholars such as Kim & Ferguson (2016); Kim (2019); and Morsing and Schultz
(2006) suggest that corporations curate CSR messages that are relevant or connected to
a consumer’s life experiences. CSR messages that promote content about ethical
behaviors or CSR will be perceived positively among consumers and promote a change
in behaviors Morsing and Schultz (2006). One of the most important aspects of personal
relevance and engagement is a corporation’s target audience or stakeholders.
Stakeholders are the most important audience to communicate with about CSR, as
corporations hope to build long-term relationships (Morsing and Schultz, 2006; Andriof,
Waddock, Husted & Rahman, 2002; Donovan, Brown & Mowen, 2004). The three factors
that are important to relationship building between corporations and consumers
interaction, engagement, and responsiveness (Morsing and Schultz, 2006; Andriof et al,
2002). Relationship building relates to customer orientation and engagement which
tested the relationship between, employee interactions with consumers (Donovan,
Brown & Mowen, 2004). As employees interact with consumers and get to understand
their wants and needs relationships will increase between them. Engagement and
responsiveness are the two most important segments of relationship building to study
as they relate to what a consumer knows about CSR, and how CSR is
messaged/accessed. For example, in the section below about consistency and
transparency, scholars have analyzed how consumers obtain information, and how they
interact with it (Kim & Ferguson, 2016).
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As personal relevance is important to CSR, a consumer must be knowledgeable
about societal issues and CSR implementation. Grunig and Hunt (1984) proposed three
types of stakeholder relations strategies that are important to the implementation of
CSR. The three types of strategies are: information; response; and involvement. In the
stakeholder information model communications is viewed as a one-party (lecture and
listen) strategy, where the purpose is to inform stakeholders about corporations (Grunig
and Hunt, 1984).
The response strategy model by Grunig and Hunt (1984) suggests that
communications is two-way from stakeholders and corporations. The communication
between consumers and corporations about CSR is not equal, in which corporations are
viewed positively for CSR implementation and for attempted changes in behaviors
(Grunig & Hunt, 1984). The stakeholder involvement strategy proposed by Grunig and
Hunt (1984), suggested that persuasive dialogue between corporations and consumers
may occur to attempt behavioral or attitudinal changes. These strategies are important
to personal relevance and CSR engagement, but it was argued that CSR communications
and dialogue presents the dilemma of a double-edged sword or a catch 22. Consumers
want to know about CSR from corporations, so they can develop their own ideas and
beliefs about societal issues. Thus, scholars such as Morsing Schultz and Nielsen (2012)
question how much dialogue is too much? Dialogue about CSR that is one sided or
limited will cause consumers to question if a corporation really cares about them and
the issues in society.
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If a stakeholder is able to communicate with others or interact with a
corporation about a societal issue, they are more engaged and can make informed
decisions. Engagement is defined as a personally relevant task in which consumers
interact and connect with corporations that share similar interests (Kim, 2019).
Engagement is one of the most crucial matters regarding successful CSR implementation
in corporations (Morsing & Schultz, 2006). Morsing and Schultz (2006), argued that
corporations should work with consumers to develop dialogue and ethical plans for CSR
implementation to allow for engagement, and the curation of relationships.
2.14 Community Relations and Engagement
The ability to build relationships, identify stakeholders, and implement ethical
CSR strategies is of utmost importance to personal relevance and CSR engagement.
Community relations is the backbone to engagement due to ethics and stakeholder
management.
Bowen (2010b) conducted a study, which analyzes the relationships between
stakeholder identification and ethics within corporate websites and online platforms.
The identification of stakeholders can be completed with stakeholder management.
Stakeholder management is implemented when a practitioner segments groups of
individuals based on their relationships within organizations (Morsing & Schultz, 2006).
With stakeholder management, consistency and decision-making from different
managers could threaten relationships with publics (Bowen, 2010b). Relationships
could be threatened if ineffective communications are released to publics. This would
ultimately raise skepticism and lower the trust someone has of a corporation.
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If corporations want to develop and maintain a positive relationship with
stakeholders there must be a consistent stance on ethics and decision-making. Ethical
beliefs should fall on the CEO and trickle down the chain of command for consistency
(Bowen, 2010b). Because ethics was added as the tenth principle of public relations
excellence, it showcases the need for corporations to emphasize ethical values and the
importance of stakeholders (Bowen, 2010b). This study was completed as a content
analysis looking at over 70 websites from corporations to understand how stakeholder
management is used when interacting with publics. Bowen (2010b) found that most
corporate websites did not fully identity stakeholders, which led to poor relationships
and declining trust. Corporations who implemented stakeholder management
effectively were able to build relationships, but corporate trust was still questioned
(Bowen, 2010b). Ultimately, websites that were deemed most effective did promote
ethical decision-making and management, which increased trust between stakeholders
and corporations.
A study by Kent and Taylor (2015) analyzed how social media is used to
communicate about CSR activities. The traditional use of social media platforms (Twitter
and Facebook) is not considered a dialogic communication strategy (Kent & Taylor,
2016). This is because the platforms do not allow for traditional relationship building or
effective CSR communications. For the consideration of social media use and CSR as
forms of a dialogic communication strategy, Kent and Taylor (2015) discussed three
requirements: engage stakeholders (one on one); recognize value (not only about
corporation, but about others as well); empathize with stakeholders (getting to know
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stakeholders). First, CSR was viewed as a PR activity encompassing both HomoEconomicus (economic assumptions) and Homo-Dialogicus (relationships by dialogue)
approaches (Kent & Taylor, 2015). It was argued that social media was not fully
integrated into CSR efforts, and that primarily social media was a tool used to sell a good
or idea in the past (Kent & Taylor, 2015). With a homo-dialogicus view towards PR social
media can be utilized to talk about CSR strategy and build ethical relationships. This will
occur only if a corporation uses social media for social aspects surrounding CSR and not
for advertising or promotions (Kent & Taylor, 2015).
With the use of social media for PR and CSR messaging, corporations need to
identify their target audience. In a 2016 study by Li, research was conducted to
determine who the most empowered users are on social media platforms. This study
utilizes the psychological empowerment construct, which was defined as a “connection
between a sense of personal competence, a desire for, and a willingness to take action
in the public domain,” (Zimmerman & Rappaport, 1988, p. 725). Based on this definition
empowerment is viewed differently for different groups of people, different contexts,
and can always change overtime (Li, 2016). A survey was conducted to determine
thoughts about empowerment and social media usage. The study found that active
social media usage was positive with messaging that was both interactive and personally
based (Li, 2016). For example, in the CSR Communications and Messaging section
below, corporations used social media to address complaints and compliments that are
posted on social media platforms.
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Different age groups such as millennials use social media for daily
communications with their contacts and corporations. Audiences can be different for
various platforms, but with this shift from standard communications (email, mail,
etcetera) corporations need to determine whom their empowered audiences are and
how to interact with them (Li, 2016). If a corporation were to curate a CSR message that
was homo dialogicus in nature that contained a personal touch, trustworthiness should
increase among their target audience. This will lead to ethical relationship building, and
ultimately consumers will interact with certain corporations more frequently. As the
study above looks at social media use among audiences, an analysis of ethical social
media use by PR practitioners is needed.
A study by Sebastião, Zulato and Santos (2017) analyzed opinions of how social
media is used in PR. A survey using statements about truthfulness, competition, and
authenticity was used to understand opinions of social media use from practitioners in
Brazil and Portugal (Sebastião, Zulato, et al., 2017). Sebastião, Zulato, et al. (2017)
found that practitioners in Brazil felt more trained to work with ethical issues on social
media. This is most likely due to education and training among practitioners. Among
practitioners from Brazil and Portugal ethics was viewed similarly due to common
cultural attributes, but authenticity and transparency are viewed differently (Sebastião,
Zulato, et al., 2017). Authenticity raised doubt among practitioners in Brazil, as
anonymity was questionable, and social media messages regarding a person or
corporation may be seen as promotional (Sebastião, Zulato, et al., 2017). Also,
transparency was viewed as an issue among practitioners in Brazil and Portugal due to
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loss of control and proprietary information (Sebastião, Zulato, et al., 2017). These
findings are key to social media implementation and messaging in the United States.
2.15 CSR informativeness
Effective CSR communications and CSR messaging are extremely important
corporate operations as proper CSR communication implementation leads to higher
trust levels and greater behavioral changes as well as purchase intentions (Webb &
Mohr, 1998; Kim & Lee, 2009; Du, Bhattacharya & Sen, 2010; Kim & Kim, 2010;
Morsing, Schultz & Nielsen, 2012; Lyu, 2017; Rim 2018). This is one of the most critical
parts of organizational operations and success (Maignan, 2001; Coombs & Holladay,
2012). CSR communications is defined as a form of “communications designed and
distributed by corporations that emphasize CSR practices” (Morsing, 2006, p. 191). Due
to its importance in corporate operations/strategy, consumers expect that corporations
will communicate effectively, emphasize a sufficient implementation reasoning,
promote positive motivations, and need for the campaign (H. Bowen, 1953; Carroll,
1978; Forehand & Grier, 2003; Kotler & Lee, 2005; Kim & Ferguson 2016; Page & Parnell,
2017; Amawate & Deb, 2019). If CSR communications strategies are implemented
properly there are many benefits including: good reputation/brand management, and
an increased change in behavioral attitudes (Bhattacharya & Sen, 2004; Kim & Lee,
2009).
2.16 CSR Message Consistency and Transparency
Previously, studies have analyzed what should be communicated regarding CSR,
and which messaging platforms should be used (Morsing & Schultz, 2006; Morsing,
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Schultz & Nielsen, 2008; Pomering & Dolnicar, 2009; Waters & Ott, 2014; Kim &
Ferguson, 2016). Two aspects of CSR messaging strategy that will be analyzed in this
dissertation are message content and the overall messaging platform. Thus, it is
essential that messaging channels are one of the key areas of study regarding CSR
message strategy. Most organizations tell consumers or others about their CSR strategy
through various platforms such as annual reports, CSR websites, media releases, blogs,
social media posts, and passive and active in store campaigns (Morsing & Schultz, 2006;
Kim & Ferguson, 2016).
As CSR platforms are important to building stakeholder knowledge, corporations
must understand how to properly construct CSR messaging. Due to the nature of these
platforms, CSR credibility must be addressed to determine if messaging platform will
lead to increased CSR skepticism levels. Messaging platforms that are indirectly
associated with a corporation (news media, bloggers, etcetera) are argued to increase
the credibility of CSR communications, but consumers preferred communications that
were direct from the corporation or organization itself (Kim & Ferguson, 2016). Most of
the methods mentioned above are considered a one-way dissemination of information
rather than dialogical or symmetrical. When proper, well thought out CSR
communications strategies are implemented, credibility and trust should increase, and
CSR skepticism should decrease (Forehand & Grier, 2003). As credibility and
effectiveness of messaging platform are two areas that have been studied, there are still
unanswered questions. Scholars need to further research the following: what do
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consumers expect?; What is the proper messaging platform that consumers like?; And,
finally, How does messaging language affect a corporation’s credibility?
In a study by Olsen, Pracejus and Brown (2003) a series of experiments were
conducted analyzing format and wording used when implementing a CRM campaign.
The authors found that abstract quantifiers such as ‘portion of the profits’ were the
most used when describing campaigns to consumers. Olsen, Pracejus and Brown (2003)
also found that the format of a message used along with abstract quantifiers influenced
consumer views of donation amounts. Terminology used such as ‘portion of’ or ‘all of’
do not have a universal meaning, the use of these terms with a donation amount can
impact purchasing intentions, and the accuracy of estimated donations.
As CSR is becoming more mainstream and there is a growing amount of
communication surrounding it, scholars such as Morsing, Schultz and Nielsen (2012)
have argued that there is a ‘catch 22’ in CSR communications where too much or too
little information can lead to an increase in the level of skepticism and a lower level of
trust. This is important to CSR communications, as scholars should analyze how much is
too much or too little.
2.17 CSR Messaging Tone
The credibility and effectiveness of CSR messaging can be questioned based on
message construction. This can be measured by analyzing processing fluency, attribution
and attitudes (Lyu, 2017; Zhang & Hanks, 2017; Amawate, Deb & Manchanda, 2019).
Zang and Hanks (2017) measured how processing frequency can lead not only to
increased trust but also skepticism based on how language is used when constructing a
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message. Participants were provided with two messages in which terms were either
technical or basic, to analyze how different groups of people interacted with the
messages. By using basic language, participants were able to understand the overall
message at face value. If the message was too technical, most audiences were incapable
of comprehending it, which could lead to skepticism and a change in purchase
intentions.
The rate at which a CSR message is processed is extremely important as
consumers like to know about CSR strategy, motivations, and the need for a certain
campaign (H. Bowen, 1953; Carroll, 1978; Webb & Mohr, 1998; Forehand & Grier, 2003;
Kotler & Lee, 2005; Kim & Lee, 2009; Du, Bhattacharya & Sen, 2010; Kim & Kim, 2010;
Morsing, Schultz & Nielsen, 2012; Lyu, 2017; Kim & Ferguson, 2016; Page & Parnell,
2017; Rim 2018; Amawate, Deb & Manchanda, 2019). If a message is audience-specific
and uses basic terminology consumers and corporations can make purchasing decisions
(behavioral intentions) based on the facts presented (Zhang & Hanks, 2017). Along with
the rate at which a CSR message is processed (processing frequency), a CSR message
needs to be familiar to corporations and consumers. Studies have measured how
increasing a messages repetition and familiarity will help to ultimately reduce skepticism
and increase trustworthiness (Singh, Kristensen & Villaseñor, 2009). In this study, Singh,
Kristensen & Villaseñor (2009) analyzed claim repetition and familiarity in which they
determined that the familiarity of a message and the amount of times someone was
able to interact with the message decreased skepticism levels (Singh, Kristensen &
Villaseñor, 2009). Message repetition and familiarity are extremely important to how
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CSR messaging is generated along with the messaging platform. Below two forms of CSR
communications strategies are addressed, in relation to the above literature.
As CSR messaging needs to be addressed, two forms of communications
strategies need to be analyzed to determine which strategy is more effective, most
ethical, and will provide better corporate credibility. These two forms of
communications strategies are monologic and dialogic communications. To understand
what these communications strategies are, the following definitions will be presented: a
monologic communications strategy is a one-way communications strategy where
corporations generally promote their goals (ulterior motivations), provide a vague
message, and may not fully present information to consumers (Botan, 1997). This
strategy can also be used as a tool to manipulate or deceive consumers or stakeholders
into ultimately believing information that is not deemed credible (Johansson, Hall,
Sikström & Olsson, 2005). Ultimately, monologic communications are an unethical
communications strategy as messages may be created in a way to deceive consumers,
which can make them question the intentions of an organization. (Web & Mohr, 1998;
Obermiller & Spangenberg, 1998; Pomering & Dolnicar, 2008; Du, Bhattacharya & Sen,
2010; Maignan, 2015).
Dialogic communications strategies are more effective, if properly implemented,
as it is relationship focused, and promotes understanding of goals/ideas between both
corporations and consumers (Botan, 1997; Du, Bhattacharya & Sen, 2010). Botan (1997)
examined both of these strategies and found that a dialogic messaging strategy is more
effective for managerial operations, and decision-making as priorities of both
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consumers and stakeholders are shared. During this time, Botan (1997) found that a
dialogic communications strategy was rarely implemented, but this has recently
changed due to consumer needs and the implementation of multiple communications
channels such as social media, blogs, passive campaigns and active campaigns (Botan,
1997; Pang, Shin, Lew & Walther, 2016). As these communications strategies are
important to CSR messaging, the relationships between messaging strategy, trust, and
consumer intentions needs to be further analyzed.
2.18 Trust
Trust is an area in CSR that is constantly being studied and is evolving due to
various factors such as communication methods, CSR messaging, positive motivations
and ethics. One major issue that needs to be analyzed in CSR research is how trust in
corporations to implement effective donation CSR campaigns affects consumerpurchasing intentions. For example, honesty about donation CSR strategy should lead to
a high level of trust from consumers, but a corporation can be viewed poorly if it is not
careful (Morsing, Schultz & Nielsen, 2008). As stated previously regarding CSR
knowledge a double-edged sword exists in CSR communication where too much or too
little communication can lead to consumers questioning intent of corporations, which
could lower trust (Morsing, Schultz & Nielsen, 2008). Forehand and Grier (2003) studied
how CSR messaging and implementation can affect consumer trust based on how much
information is given to consumers.
Consumers were found to view a corporation negatively if there was belief that
CSR was implemented to only help the organization and not society (Forehand & Grier,
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2003). This is an issue that would lower trust among consumers; thus, proper
communications about why donation CSR is implemented and how it will benefit others
is needed. If a consumer believed that corporations were implementing donation CSR
solely for their benefit, this would lead to skepticism or consumer distrust (Forehand &
Grier, 2003). An experiment conducted by Forehand, and Grier (2003) confirmed that
when skepticism or distrust of a corporation existed consumers sensed they were being
deceived.
A study conducted by Kim and Ferguson (2016) analyzed how proper CSR
communications influences trustworthiness between consumers and corporations.
Factors contributing to trust and proper CSR communications are informativeness, thirdparty endorsement, personal relevance, self-efficacy, self-promotional messaging,
consistency, frequency, and transparency (Kim & Ferguson, 2016). If all of these factors
are implemented properly trust should increase, which was confirmed by a CFA linking
the factors above and outcomes of effective communications.
Another area of trust to analyze is the relationship between trust and ethics.
Ethics was viewed as a fundamental area of the organization-public relationship theory
(Bowen, Hung-Baesecke & Chen, 2016). Organizational Public Relationship theory was
defined by Ledingham and Bruning (1998) as “the state which exists between an
organization and its key publics in which the actions of either entity impact the
economic, social, political and/or cultural well-being of the other entity” (p.62). Based
on this definition the goal of OPR and trust is to build relationships that are beneficial to
parties. Bowen, Hung-Baesecke & Chen (2016), argued that ethics and ethical decision-
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making are necessary actions (precursor to OPR) that corporations must implement
before relationships can be built. Trust and ethics are the most important areas that
must be focused on among corporate culture and key individuals such as those in the
dominant coalition. These individuals are tasked with being authentic (consistent) with
their communications to those in the corporation and to different stakeholder groups
(Bowen, Hung-Baesecke & Chen, 2016). To understand how trust is a foundational
concept when building authentic relationships, Bowen et al. (2016), conducted a series
of interviews with senior public relations officials and those in the dominant coalition.
Bowen et al (2016) found that ethics was part of a corporation’s structure,
which was used to build relationships between the dominant coalition and stakeholders.
Another finding suggested that authenticity was the bread and butter to building trust
within the corporation. Many of the interviewees viewed consistency as the
implementation of ethical decisions and communicating about as their key role within a
corporation (Bowen et al., 2016). One of the most problematic situations highlighted in
this study was that ethics and legal departments were viewed as one entity. This is
problematic in corporations who lump these two terms together as ethics and
compliance are two opposing concepts (Bowen et al., 2016). Ethics is morals based,
whereas compliance is legal based. Ultimately this means that while a corporation may
be forced to comply with an order, it is their moral obligation to do so. If they fail to
oblige and reports of non-compliance spread trust and OPR outcomes will be affected
(Bowen et al., 2016).
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Another study that analyzes trust and CSR communications is by Kim (2017) who
suggested that a consumer identifies with an organization based on their participation
in CSR campaigns. Kim (2017) introduced the use of two theories (expectation-evidence
and expectation-confirmation) to analyze trust and reputation among consumers and
corporations. The expectation-evidence theory is based on the perception of a
corporation’s performance; thus, consumers should be able to trust an organization if
they believe the organization is doing well. Expectation-evidence is based on the effects
of consumer relationships and purchasing habits (Kim, 2017). With this theory, effective
messaging relating to donation CSR is important as a consumer may be unaware of a
corporation or cause if it is not of relevance to them (Kim, 2017). Both of these theories
are important to this study, as they confirm the need that a consumer is more likely to
trust a corporation if they are performing well and have a positive relationship with
each other.
Swaen and Chumpitaz (2008) conducted a study to determine how the
perception of CSR tactics and communications affected consumer trust. Findings
suggested that CSR must be implemented as it not only affects a corporation’s financial
goals, but ultimately affects a corporation’s operations, along with trust and brand
loyalty from consumers (Swaen & Chumpitaz, 2008).
Thus, building relationships with stakeholders and consumers is extremely
beneficial for corporate operations and positive purchase intentions. Building
relationships can be done by PR practitioners at a corporation to help increase the level
of trust. Hon & Grunig (1999) attempted the development of a PR relationship scale to
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measure outcomes of relationships with consumers. A few key elements in the scale
that are important to building relationships are satisfaction, trust, and commitment
(Hon & Grunig, 1999). Other scholars in the area of relationship building included Huang
(1997), and Ledingham and Bruning (1998) who studied how the organization-public
relationship theory measures relationships between corporations and consumers.
Ledingham and Bruning (1998) suggested that the organization-public relationship
theory consisted of three relationship types that are important to building trust:
personal, community, and professional. Each of these relationships is important, but
community relations is the backbone to success in CSR implementation. If a corporation
has a good relationship with the community around them, they are more likely to trust
that an organization is operating effectively, CSR is benefiting a societal issue, and that
implementation is motivated based on community relations versus the need for profits.
2.19 Skepticism and Ulterior Motivations
Skepticism is an area in CSR that needs to be addressed. Previously, skepticism
research has been completed in fields of study, which include management, advertising
and public relations (Obermiller & Spangenberg, 1998; Kim & Lee, 2009; Morsing,
Schultz & Nielsen, 2012; Kim & Ferguson, 2016; Rim & Kim, 2016; Kim, 2017; Rim,
2018). One of the most well-known studies about CSR skepticism was is by Obermiller
and Spangenberg (1998), where skepticism was defined as “the tendency towards
disbelief of advertising claims” (p. 160). This definition could be altered for a public
relations study to suggest that skepticism is the disbelief of a public relations campaign
or strategy. Although Obermiller & Spangenberg’s (1998) definition is advertising-based,
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it has been cited in many CSR studies that focus on how CSR implementation plays a role
in implementation, brand image, and corporate motives.
2.20 SKEPTICISM OF CSR MOTIVATIONS
CSR skepticism exists due to improper communications techniques, low levels of
knowledge, and questions regarding CSR motivation. As CSR skepticism exists, there are
two factors that play a role in how CSR is perceived within business practices. The two
factors that address this issue are pre-dispositional skepticism and situational skepticism
(Forehand & Grier, 2003). Each of these factors looks at how consumers view
motivations of a corporation to implement CSR strategies. For example, predispositional skepticism is viewed as the ability to suspect ulterior motivations
(knowledge and research), whereas situational skepticism is viewed as the ability to
doubt motivations to implement CSR based on a situation occurring (Forehand & Grier,
2003). An example of a CSR campaign that could be perceived as pre-dispositional and
situational skepticism is a corporation who sells an item (i.e., water, electronic, etcetera)
based on a societal event (water access, education access) and donates a small portion
of the profits to a charitable cause while making a large profit (pre-dispositional). To
measure how situational and pre-dispositional skepticism plays a role in purchasing and
trust, scholars such as Obermiller and Spangenberg (1998); Webb and Mohr (1998); and
Forehand and Grier (2003) conducted studies which found that both forms of skepticism
exist based on claims made about a CSR campaign.
Overall, the amount of information given about a situation or reasoning as to
why a campaign is implemented can help decrease the levels of situational and pre-
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dispositional skepticism, as corporations are effectively communicating with consumers
(Webb & Mohr, 1998; Forehand & Grier, 2003). Ultimately this could turn into a
dilemma as the number of messages produced could increase skepticism due to
transparency issues (Morsing, Schultz & Nielsen, 2012).
2.21 Measuring CSR Skepticism
Areas of skepticism that have been studied include knowledge and perception
(Web & Mohr, 1998; Kim & Lee, 2009; Singh, Kristensen & Villaseñor, 2009; Rim, 2018).
In a study by Web and Mohr (1998), interviews were conducted to determine feelings
from consumers about CSR campaigns, but more specifically CRM. The scholars found
that if a consumer was familiar with a CSR tactic that was implemented, their views of
CSR may be negative due to overall implementation, and motivations of
implementations. This study analyzed the following areas: knowledge, attitudes of
implementations, motivations, and influence on purchasing intentions.
Another study that focused on measuring CSR skepticism analyzed the overall
familiarity with a CSR campaign if repetitive messaging occurred (Singh, Kristensen &
Villaseñor, 2009). Singh, Kristensen and Villaseñor (2009) concluded that familiarity of
CRM leads to a lower level of skepticism based on the number of times a consumer is
exposed to a campaign, which will raise their level of familiarity. This study was
conducted among student-aged consumers to determine if message repetitiveness
reduced CSR skepticism. This study analyzed the following areas: claim repetition,
familiarity, skepticism towards CRM/CSR claims, and skepticism towards advertising and
public relations.
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Other studies that have been used to measure CSR skepticism have analyzed
culture as a predictor (Kim & Lee, 2009). Studies analyzing culture have measured CSR
implementation in countries such as Korea and the United States. One study completed
in Korea measured culture, perception of social values and CSR implementation (Kim &
Lee, 2009). This study concluded that professionals did have a positive perception of CSR
even if it was ultimately implemented to maximize profits. This study emphasizes the
need to study how cultural aspects would affect the perception of CSR in other
countries and would also be of benefit to CSR literature by analyzing perceptions of
donation CSR among individuals in the United States.
Another study that has effectively measured CSR skepticism across many
countries was conducted by Rim (2018). Rim’s study emphasized that the need to study
CSR in many countries is important and is situationally dependent. For example, in this
study participants in Korea were skeptical of CSR management and ulterior motives,
which was situationally dependent due to a scandal with the South Korean President. If
this study was conducted when a major event did not occur, the overall outcome may
have been different. Rim (2018) measured skepticism toward CSR management, ulterior
motives, communications, altruism, informativeness, and outcome.
Although cultural differences are a major aspect of CSR that has been thoroughly
addressed, more research is needed regarding message responsiveness and
expectations. Some constructs used to measure this include message endorsement,
relevance, message tone, consistency and transparency (Kim & Ferguson, 2016).
Another study that focuses on this aspect is from Rim and Kim (2016) who analyzed the
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relationships between skepticism and public responsiveness. To analyze this
relationship, Rim & Kim (2016) found that four factors that play a role in CSR skepticism
are informativeness, disbelief of CSR messaging/activities, altruism, and cynicism. Their
overall findings were that altruism, cynicism, and informativeness decreased attitudes
and intentions of their participants.
2.22 Measuring Situational and Pre-Dispositional Skepticism
Two forms of skepticism that must be analyzed are situational and predispositional skepticism. Situational skepticism is the doubt of corporate motivations
(Forehand & Grier, 2003). Pre-dispositional skepticism is the propensity to suspect
ulterior motivations (Forehand & Grier, 2003). Based on previous literature, situational
and pre-dispositional skepticism have been measured in many ways. For example, in
studies by Zhang and Hanks (2015); Lyu (2017); and Amawate and Deb (2019) situational
skepticism was measured by analyzing message processing fluency (understanding),
attitudes (purchasing intentions), and attribution (relation to past experiences or
events). Processing fluency was measured by presenting two CSR campaigns to
participants, with differing terminology. Zhang and Hanks (2017) concluded that if a CSR
message with lower-level terminology were presented, the rate of skepticism would
decrease, as the overall campaign targeted multiple audiences that could basic
language.
Attitudes and behaviors from corporations and consumers are also major factors
to measure regarding situational and pre-dispositional skepticism. Attitudes and
behaviors will correlate with overall trust and purchasing intentions if there is

69

skepticism regarding a CSR or POP campaign (Lyu, 2017; Amawate, Deb & Manchanda,
2019). Factors that affect the levels of situational and dispositional skepticism are
company-cause fit, consumer fit, perceived motives, and perception of CSR
communication strategies (Amawate, Deb & Manchanda, 2019).
2.23 Purchasing Intentions
The above sections are essential to determining relationships of donation CSR
and purchasing intentions. Purchase intention can be viewed as the likelihood of
someone intending to purchase a good or service (Dodd & Supa, 2011, 2014). As stated
earlier, CSR communications, trust, and skepticism play a role changing behavioral
intentions (purchasing intentions) (Webb & Mohr 1998; Sen & Bhattacharya, 2001; Kim
& Lee, 2009; Du, Bhattacharya & Sen, 2010; Kim & Kim, 2010; Morsing, Schultz &
Nielsen, 2012; Lyu, 2017; Rim 2018). In 2001, Sen and Bhattacharya argued that there
was little knowledge about how CSR activity affected consumer views and purchasing
intention. This has increased since with many studies analyzing behaviors and other
factors that play a role in purchasing intentions (Webb & Mohr 1998; David, Kline & Dai,
2005; Kim & Lee, 2009; Kim & Kim, 2010 Dodd & Supa 2011; Morsing, Schultz & Nielsen,
2012; Dodd & Supa, 2014; Lyu, 2017; Rim 2018). For a corporation to thrive and be seen
as trustworthy among consumers, donation CSR campaigns should be implemented, as
purchasing intentions are arguably one of the most critical parts of organizational
operations and success (Maignan, 2001, Coombs & Holladay, 2012). Scholars who
studied purchasing intentions and CSR implementation are David, Kline and Dai, 2005;
Lee and Shin, 2010; and Dodd and Supa 2011, 2014.
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To study the effects of CSR implementation on purchase intention a study was
conducted by David, Kline and Dai (2005), in which 176 students were familiar with CSR
practices from at least 1 of 4 corporations. Measures adopted were corporate identity,
CSR practices, familiarity, and purchase intention (David, Kline & Dai, 2005). In this
study, CSR practices which were relatable to the sample helped contribute to knowledge
of corporate identity. Also, purchasing intentions were affected by knowledge of CSR
practices and corporate identity or brand image (David, Kline & Dai, 2005). This study is
similar to the CSR knowledge articles above as knowledge and communications were
two of the most influential factors in purchasing decisions (Morsing & Schultz, 2006; Kim
& Kim, 2010; Lee & Shin, 2010; Morsing, Schultz & Nielsen, 2012; Kim & Ferguson, 2016;
Rim & Kim, 2016; Kim 2017).
A study was conducted by Dodd and Supa (2011) to analyze relationships
between consumer purchasing intentions and CSR implementation. Dodd and Supa
(2011) found that positive relationships existed between a corporation’s involvement in
CSR activities and purchase intentions. Findings also suggested that consumers based
their purchasing decisions on knowledge of specific activities (positive and negative)
that a corporation implemented (Dodd & Supa, 2011). In 2014, Dodd and Supa
conducted a study to analyze how purchasing intentions changed based on a
corporation’s stance on social-political issues. This study was conducted as an
experiment where findings suggested that if a consumer agrees with a corporate stance
there was a greater intention to purchase a good or service (Dodd & Supa, 2014). These
findings are similar to the above studies where consumers want to know what a
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corporation is doing and why they are doing it (Morsing & Schultz, 2006; Kim & Kim,
2010; Morsing, Schultz & Nielsen, 2012; Kim & Ferguson, 2016; Rim & Kim, 2016; Kim
2017). As knowledge of CSR activities and corporate stances are significant, this study
will analyze knowledge of CSR tactics in both specific corporations and industries chosen
by survey participants.
Lee and Shin (2010) found that knowledge and relevance of CSR implementation
increased purchasing intentions. The CSR activities that affected knowledge and
purchasing intentions were social and local contributions (Lee & Shin, 2010). Thus,
future research should analyze how specific local cultural contributions further impact
CSR knowledge.
2.24 Research Questions & Hypotheses
As this literature review suggests, this study seeks to test hypotheses and answer
research questions related to perceptions of CSR, POP, skepticism, trust, and purchasing
intentions. It also proposes a working model (FIGURE 2.1) that combines the perception
of CSR communication factors, CSR skepticism, and engagement in an attempt to better
understand and explain the relationships with trust and purchasing intentions. The
research questions and hypotheses are outlined below, followed by an illustration of the
working model. The next chapter will describe the method of used (survey) to explore
the below hypotheses and working model.
In order to understand how trust and purchasing intentions are affected by the
relationships between skepticism, CSR communication factors, and CSR engagement,
this study proposes the following research questions:
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R1. How would the implementation of CSR communication factors affect the
relationships between a consumer’s intention to purchase an item and the ability to
build trust with a corporation?
H1. CSR communication factors will negatively influence (a) CSR Skepticism, (b)
consumers purchase intention, and a (c) consumers trust in a corporation.
H2. CSR communication factors will positively influence (a) consumers purchase
intention, and a (b) consumers trust in a corporation.
R2. How would the CSR engagement affect the relationships between a consumer’s
intention to purchase an item and the ability to build trust with a corporation?
H3. CSR engagement will negatively influence (a) CSR Skepticism, (b) consumers
purchase intention, and a (c) consumers trust in a corporation.
H4. CSR engagement will positively influence (a) consumers purchase intention,
and a (b) consumers trust in a corporation.
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Mediators
CSR Skepticism
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Communication Factors
CSR Engagement

Outcomes
Purchase Intention
Trust

Figure 2.1: Proposed Structural Model
“SEM explaining the relationships between CSR communication factors and engagement that may result in
positive or negative changes in purchase intentions and trust.”

CHAPTER 3
METHODOLOGY
Based on this historical overview, along with previous research, which built upon
the definition of CSR and its practices, this study continued exploring how CSR is
implemented and if consumers view POP donations as a form of CSR strategy. Utilizing a
Prolific panel, this study attempted to conclude how consumers gain knowledge about
CSR, if consumers are skeptical of CSR, and if purchasing habits and trustworthiness of
corporations are affected. This study built on previous research by analyzing how CSR
was measured in the past and how CSR communications could change consumer and
corporate views.
Based on the above analysis of CSR, this area is vital to this study to understand
how a CSR campaign, such as a POP donation, plays a role in skepticism, trust and
purchasing intentions. The following section described the method used for this
dissertation.
This chapter described the method that was used for this dissertation and
provided details about the instrument used, data collection procedures, and data
analysis procedures. An online survey was conducted as a Prolific panel, to gather data
regarding skepticism, CSR communication factors, CSR engagement, and the
relationships between trust and purchasing intentions.
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This survey was used to measure the above variables, which were outlined in the
literature review (and below). As this chapter is about the method used, survey, a
review of survey research was conducted.
3.1 Online Surveys
This study utilized an online survey to measure the variables referenced in
Chapter 2 and Figure 2.1. Several studies have addressed the need for online surveys,
their costs, response rates and speed of results.
One of the first online survey studies were published in Public Opinion Quarterly
in 1986 (Keesler & Sproull, 1986). This study was monumental, as access to the Internet
has increased along with the number of studies published with an online survey
(Sheehan, 2006). Sheehan (2006) analyzed survey response rates and whether practices
implemented from mail-in surveys affected overall response rate. One of the most
important factors regarding survey response rate was the speed of return. Mail in
surveys took an average of 10-13 days for return, while email responses took an average
of 5-6 days (Flaherty, Honeycutt & Powers, 1998; Sheehan & McMillan, 1999). Although
these times were slow, today the response times are much quicker due to the ability to
access the internet. According to Pew Research Center approximately 90% of adults in
the United States use or have access to the Internet. Another aspect addressed was the
cost of doing a mail-in or web-based survey.
Deutskens, Ruyter and Wetzels (2006) completed a study analyzing the costs of
an online survey versus mail in which they determined a mail survey was generally more
expensive due to the following factors: labor needed, letters/postage, data entry, and
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follow up mailings. Thus, a mail survey proved to be inefficient for thus study. Another
reason why an online survey was appropriate and more cost efficient was due to the
speed of obtaining a large sample size and decreased sample variance (Fleming &
Bowden, 2009). Thus, due to costs of survey platforms, access to internet, instant
results, and the ability to automatically import data into a statistical analysis package, an
online survey was cheaper and less labor intensive in the long run (Fleming & Bowden,
2009).
As email was one of the popular survey methods, a further analysis of response
rates was conducted. Although some may argue that response rates increased with
online surveys, this may not be the case. Scholars argued that generally the response
rate of an online survey was higher than other forms. Issues affecting survey response
rates may include the amounts of surveys sent/received, participant/PI bias,
compensation and timing (Kiesler & Sproull, 1986; Schaefer & Dillman, 1998; Sheehan,
2001). Sheehan (2001) conducted a study to analyze response rates among online
versus standard mail and was able to determine factors that affect responsiveness:
survey length, notification, follow up, and notifications. Another study that analyzed
response rate was from Pit, Vo & Pyakurel (2014) who determined that the response
rate of email surveys did not increase or decrease and that if a participant was not able
to complete a survey it was due to schedule disruption, time, relevance of the study,
confidentiality, and the number of surveys received. This was similar to the work
completed by Kiesler & Sproull, (1986); Schaefer & Dillman, (1998); Sheehan (2001); and
Pit, Vo & Pyakurel (2014), as it appeared that mail versus online may not necessarily
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matter for obtaining better response rates, but the underlying issues of confidentiality,
timing, costs, survey length, and compensation affected response rates the most.
Another aspect of online versus mail surveys that was analyzed was survey
speed/return rate. Scholars such as Tse (1998); and Truell, Bartlett & Alexander (2002)
have done work to determine average response rates. Tse (1998) found that a survey
that was conducted online was returned faster to the principal investigator, whereas a
mail-based survey could take 5-7 days longer to receive. Truell, Bartlett & Alexander
(2002) conducted a study where surveys were sent via email and mail to participants.
The researchers found that on average an internet survey took about 9 days for a
response where a mail-based survey took an upwards of 16 days (Truell, Bartlett &
Alexander, 2002). Thus, based on this study an online survey was determined to be most
effective as it was faster to receive and process data.
As this survey was conducted online, it was also important to reference
advantages and disadvantages of online surveys. Based on the above literature,
advantages of online surveys include cost, accessibility, larger sample sizes, quick
turnaround, and ease of survey creation (Kiesler & Sproull, 1986; Schaefer & Dillman,
1998; Tse, 1998; Sheehan, 2001; Truell, Bartlett & Alexander, 2002; Deutskens, Ruyter
and Wetzels,2006; Pit, Vo & Pyakurel, 2014).The cost of this research was approximately
$1,100.00 based on the different options I selected with Prolific. A few disadvantages
noted were also pointed out in the above literature: lower response rates depending on
various factors, compensation, inability to make generalized conclusions, and expertise
in survey creation/construction (Flaherty, Honeycutt & Powers, 1998; Tse, 1998;
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Sheehan & McMillan, 1999; Sheehan, 2001; Truell, Bartlett & Alexander, 2002;
Deutskens, Ruyter & Wetzels, 2006; Fleming & Bowden 2009; Pit, Vo & Pyakurel, 2014).
Although these disadvantages may seem alarming to some, an online survey had
many advantages and was a valid tool to measure the variables (FIGURE 2.1) of this
study among the target population, as explained below.
3.2 Survey Pre-Test
The survey measures were tested with two MTurk pilot tests, the first test was
conducted with 100 participants, and the second test was conducted with 200
participants. More specifically, participants for the pretest resided in the United States,
had a survey approval rate of at least 95%, and completed at least 500 surveys. As this
was a pretest of the survey for accuracy, readability, etcetera, the participants were
compensated .25 - .50 cents for a completed response. The first pretest showed issues
with my purchase intention scale, as the Cronbach’s alpha was below a .80. This may
have been due to the fact that participants were asked to name their own corporation
that does CSR, and participants may not have known about CSR up front. To correct this
the wording of the purchase intention scale was altered.
When the second pretest was completed, the format of the survey was different
where participants were given definitions, and examples, then were asked to pick
keywords to help show their understanding of CSR. Once the second pretest was
completed all scales had a Cronbach’s alpha of at least a .80 which was considered
acceptable (Cortina, 1993). After the survey pre-test was completed and any needed
edits were made, the full survey was sent to Prolific for distribution per IRB protocol.
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3.3 Survey Design & Distribution
The survey was designed using Qualtrics survey software. This software was
subscription based and was funded by the School of Journalism and Mass
Communications at the University of South Carolina.
This software allowed the researcher to design a survey online which can be
distributed to different populations via email, panel, website survey link, social
networks, QR codes, and mobile phone codes. As this survey was conducted as a panel,
Prolific was used for recruitment due to its lower cost. Once a participant was recruited
and clicked on the survey link provided by Prolific, a screen appeared which described
the study purpose and consent form. The consent form was agreed to before a
participant was allowed to move forward in taking the survey (Appendix B). Also, a
participant was allowed to leave the survey at any time without completing it, per the
consent form.
As long as a participant agreed to participate, they were first shown a definition
of CSR and some examples of CSR strategy. Once a participant read the definitions, they
were given a series of definitions or keywords and asked to select what they thought
CSR was. Next, participants were asked an initial filter question, if they selected ‘no’
they were removed from the survey. The question was “are you familiar with any CSR
initiatives? “After participants answered these initial questions and passed the initial
filter question, they were guided through the survey, which consisted of questions
grouped by section.
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First, participants were asked to select one company from a list of 10 choices
that are highly reputable for their CSR practices. Participants were also presented with
the opportunity to write in their own company. The list of companies was generated
from the top 100 corporations with the best reputations for CSR implementation
(Reputation Institute, 2020).The company that participants chose or wrote in was
important, as participants were asked to answer all follow up questions based on their
opinions of the company. These directions were reflected in the instructions from each
section.
In the Power of Survey Design, Iarossi (2006) discussed the major aspects of
survey design and management, specifically about how to properly design survey
questions and overall survey design. Two principles of question design that Iarossi
(2006) referenced were question relevance and question accuracy. Based on Iarossi’s
(2006) suggestion about question design, relevance was the familiarity of the questions
asked and information needed, which led to accuracy. Accuracy was viewed as the
collection of data in a reliable and valid manner (Iarossi, 2006).
Other scholars such as Couper, Traugott and Lamias (2001); and Kelley, Clark,
Brown and Sitzia (2003) completed research on proper survey design and
implementation, especially for the web. The authors analyzed how the implementation
of features and design elements played a role in overall survey completion. A few
features tested among students were the usage of progress bar indicators, multi-item
versus single items, and the usage of radio buttons v. text entry boxes. Among students
who received a status bar, more were likely to complete the survey although they may
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take longer to complete (Couper, Traugott & Lamias, 2001). Reasons as to why the
survey took longer could be that the graphically designed elements would lead to a
higher abandonment rate if the survey took a long time to load or process (Dillman,
Tortora & Bowker, 1999).
When item groupings were analyzed, Couper, Traugott & Lamias (2001) found
that items that were grouped together rather than shown separately were found to
have higher correlations and be statistically significant. The authors also suggested that
radio buttons were better in survey design for not only accessibility, but also
completeness (Couper, Traugott & Lamias, 2001). Students were more likely to abandon
a survey if they were required to keep typing in their responses. Based on the above
guidelines from scholarly works the survey was designed accordingly (Appendix C). The
survey incorporated 7-point Likert scales, as these scales had a mid-point and provided
data for optimal reliability (Symonds, 1924; Nunnally & Bernstein, 2008). A 7-point scale
was recommended based on previous psychometrics literature (Nunnally & Bernstein,
2008). The scale range was as follows: a 1 was strongly disagree and a 7 was strongly
agree.
3.4 Targeted Population
This dissertation used a quota sample along with a Prolific panel to contact
potential survey respondents via the Prolific survey system. In order to examine
skepticism; CSR communication factors, CSR engagement, trust, and purchase intention,
were important for me to have a quota where my target participant was familiar with
CSR strategies (100%), and be college educated (associate’s degree: 7.9%; bachelor’s
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degree: 42.9%; master’s degree: 16.2%; doctoral or professional 7.6%). Ages of
participants needed to range from 18-36, years of age (18 – 22: 14.6%; 23 – 27: 22.9%;
28-31: 33.7%; 32-36: 28.9%). Participants were required to live in the United States
(100%) and make purchasing decisions for their households (100%).Participants were
encouraged to take the survey after reading an introductory message (Appendix A) and
by providing consent (Appendix B).
The sample was considered a quota sample and the responses given by
participants were not generalizable to the entire population. These quotas were put in
place to obtain a better sample, based on previous literature, and the fact that their
responses were relevant and important to answering my research questions,
hypotheses, and the overall purpose of this study.
For this study, a quota sample was beneficial as this type of sample confirmed
that specific characteristics of a sample are represented (Acharya, Prakash, Saxena &
Nigam, 2013). An online survey was also important to this study due to cost
effectiveness, timeliness, the ability to provide incentives, and online accessibility
(Schmidt, 1997; Dillman, 2007).
3.5 Sample
In total 315 (n=315), participants living in the United States completed the
survey. 51.4% of participants identified males (n = 162), 46.3% identified as females (n =
146), 1.9% identified as non-conforming/non-binary (n = 6), and .3% of participants
preferred not to answer (n = 1). As for ethnicity, 71.7% of the participants self-identified
as Caucasian (n = 226), and 13.7% of them self-reported as Asian (n = 43), with 6.7% as
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Latino or Hispanic (n =21), 4.4% as African-American or Black (n = 14), 2.2% as other or
unknown (n = 7), and 1.3% as prefer not to answer (n = 4). 33.7% of participants
reported their age ranged from 28-32 (n = 106). In terms of participants highest level of
education, 5.4% obtained a high school diploma (n = 17), 20% reported they completed
some college (n = 63), 7.9% obtained an associate’s degree (n = 25), 42.9% obtained a
bachelor’s degree (n = 135), 16.2% obtained a master’s degree (n = 51), and 7.6%
obtained a doctoral or professional degree (n = 24).
Among participants 26.3% reported their income was up to $29,999 (n = 83),
45% of participants reported their income was between $30,000-$-69,999 (n = 142), and
28.7% reported their income was greater than $70,000 (n = 90). The top 5 corporations
that participants selected for familiarity of CSR were Microsoft (n = 132, 41.9%), other
(write in) (n = 76, 24.1%), The Walt Disney Company (n = 46, 14.6%), Netflix (n = 24,
7.6%), and The Lego Group (n = 18, 5.7%).
3.6 Data Collection & Analysis
Prolific survey software was used to collect participant responses and
downloaded directly into SPSS files. SPSS version 26 was used to analyze the survey
data. When completing SEM, M+ will be used. In Chapter 4, the following statistical tests
were conducted and reported in table format: n, dispersion, frequencies, means, and
standard deviations. The validity was reported by analyzing inter-correlations. The
following tests were also be conducted to help examine relationships and answer my
hypotheses: regression and CFA. For example, the CSR communication factors,
skepticism, purchasing intentions, and trust measures were used to answer RQ 1. The
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CSR engagement, skepticism, purchasing intentions, and trust measures messaging
measures were used to answer RQ2.
3.7 Measurement
The measures used in this survey were adapted from previous research on CSR
skepticism, CSR communication factors, CSR engagement purchasing intention, and
trust. A series of demographic questions included gender, ethnicity, education level, age
range, and income level, with responses based on the U.S. census.
As the survey was sent to participants via a Prolific panel, participants were
aware of a corporation that has donated money when an item was purchased. This was
generally referred to in the survey as “donation CSR,” while other terms were more
generic. As stated previously, participants were first shown a definition of CSR and some
examples of CSR strategy. Asked to answer a few questions about their understanding of
CSR, and if they were familiar with CSR initiatives. The purpose of these questions was
to have participants respond based on their knowledge of CSR after choosing a
company. Except for the questions above (defining CSR, CSR familiarity, company
selection, frequency and satisfaction), all other items used a seven-point likert scale,
ranging from strongly disagree (1) to strongly agree (7). All responses utilized a 7-point
Likert scale, as these scales have a mid-point and provided data for optimal reliability
(Symonds, 1924; Nunnally & Bernstein, 2008). Please refer to Table 3.1 for a list of
items.
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Table 3.1: Results of the measurement model.
Factors
Indicators/Scale items
Informativeness
I believe the corporation has actively been providing me with specific outcomes from its CSR
activities.
I believe the corporation has actively been providing me with potential results of its CSR activities.
I believe the corporation has actively been providing me with their motivations for doing CSR
activities.
I believe the corporation has actively been providing me with information about potential
achievements from its CSR activities.
I believe the corporation has actively been providing me with information about the benefits from
its CSR activities.
Personal
The corporation has actively informed me of how its CSR activities are relevant to me.
Relevance
The corporation has actively informed me of how its CSR activities are personally relevant to me.
The corporation has actively informed me of how its CSR activities will affect me.
The corporation has actively informed me of how its CSR activities will benefit me.
Transparency
I believe the corporation has provided me with information about CSR failures as well as their
successes.
I believe that the corporation has informed me if a CSR initiative is a failure
I believe that the corporation has informed me about good and bad information about its CSR
activities.
Consistency
I believe that communications from the corporation about CSR should be consistent.
I believe that consistency in CSR messaging from the corporation is important to me.
I believe that a lack of consistency in the corporation’s CSR communication is problematic.
I believe that consistent CSR messaging is beneficial to the corporation’s reputation.
Factual Tone
I believe that the corporation’s CSR messages have been based on facts.
I believe that the corporation’s CSR messages have been focusing on factual information.
I believe that the corporation’s CSR messages have been focusing on truthful information.
I believe that the corporation’s CSR messages have been focusing on information that is factual.

Loadings
.785***
.815***
.718***
.741***
.769***
.836***
.798***
.825***
.828***
.910***
.902***
.776***
.606***
.598***
.914***
.921***
.941***
.972***
.797***
.844***

Table 3.1 (Continued): Results of the measurement model
Promotional
Tone

CSR Engagement

CSR Skepticism
87
Trust

Purchase
Intention

I believe that the corporation’s CSR messages have never been promotional.

.906***

I believe that the corporation’s CSR messages have never been self-congratulatory.
I believe that the corporation’s CSR messages have never been promoting itself.
I believe that the corporations CSR messages have never been complimentary about itself.
I have been participating in the corporation’s CSR activities.
I have been engaging in the corporation’s CSR activities.
I have been interacting with the corporation to support its CSR activities.
I have been engaging with others about the corporation’s CSR activities.
I believe that I can depend on getting the truth in most CSR messages from the corporation.
I believe that I can depend on most CSR messages from the corporation being truthful.
I believe that I can depend on CSR messaging to present a true picture of the products and services
the corporation talks about.
I believe that I can depend on CSR messaging to present factual information about its CSR
campaign.
I trust that the corporation will treat me fairly and justly when they implement CSR.
I trust that the corporation will keep its promises about CSR implementation
I trust that the corporation will allow me to be confident in their communication skills.
I trust that the corporation will accomplish what it says they will do.
I would purchase from the corporation if they implement CSR activities.

.803***
.825***
.854***
.900***
.874***
.855***
.899***
.927***
.911***
.836***
.875***
.832***
.744***
.832***
.727***
.893***

I would consider purchasing rom the corporation even if they are selling the same item as a
.671***
competitor for a higher price.
The probability that I would consider buying from the corporation will increase if CSR is messaged
.772***
through the corporation’s online platforms
2
Note. χ = 1420.512, df = 833, χ2 /df = 1.71, SRMR = .073, RMSEA = .047 [90% CI= .043 to .051], CFI = .95, TLI = .94, n =.315 ; ***
p<.001.
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3.8 CSR Communication Factors
CSR communication factor items were adapted from previous research
conducted by S. Kim (2019). To reflect how the measures were asked by Kim (2019), the
items were divided into five different groups. The groups were “CSR informativeness,
personal relevance, transparency, consistency, factual tone, and promotional tone”
(Kim, 2019). Items that measured CSR communication factors included some of the
following statements: “I believe that the company has been providing me with specific
outcomes from its CSR activities” and “I believe that the company has been providing
me with their motivations for doing CSR activities.” As stated in the design and
administration section, all responses utilized a 7-point Likert scale, as these scales have
a mid-point and provided data for optimal reliability (Symonds, 1924; Nunnally &
Bernstein, 2008). Response options ranged from “strongly disagree” to “strongly agree.”
In each of the five groups, the items were combined together and analyzed for their
Cronbach’s alpha, and means. The Cronbach’s alpha and means from each group were:
CSR informativeness (α = .844, M = 4.95, SD = 1.18); personal relevance (α = .914, M =
4.33, SD = 1.43); transparency (α = .918, M = 2.73, SD = 1.41); consistency (α = .778, M =
5.68, SD = .846); factual tone (α = .970, M = 5.26, SD = 1.07); and promotional tone (α =
.903, M = 2.90, SD = 1.28).
3.9 CSR Engagement
CSR engagement items were adapted from previous research conducted by S.
Kim (2019). Items that measured CSR engagement included some of the following
statements: “I have been participating in the company’s CSR activities” and “I engage
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with others regarding the company about their CSR activities.” As stated in the design
and administration section, all responses utilized a 7-point Likert scale, as these scales
have a mid-point and provided data for optimal reliability (Symonds, 1924; Nunnally &
Bernstein, 2008). Response options ranged from “strongly disagree” to “strongly agree.”
The items measuring CSR engagement were combined together and analyzed for their
Cronbach’s alpha, and means. The Cronbach’s alpha and means from CSR engagement
were α = .931, M = 2.98, SD = 1.55.
3.10 CSR Skepticism
CSR skepticism items were adapted from previous research conducted by
Obermiller and Spangenberg (1998). Items that measured CSR Skepticism included
some of the following statements: “I believe that I can depend on getting the truth in
most CSR messages from the company” and “CSR messaging from the company should
be reliable sources of information about the quality and performance of products.” As
stated in the design and administration section, all responses utilized a 7-point Likert
scale, as these scales have a mid-point and provided data for optimal reliability
(Symonds, 1924; Nunnally & Bernstein, 2008). Response options ranged from “strongly
disagree” to “strongly agree.” The items measuring CSR skepticism were combined
together and analyzed for their Cronbach’s alpha, and means. The Cronbach’s alpha and
means from CSR skepticism were α = .946, M = 4.56, SD = 1.31.
3.11 Trust
Trust items were adapted from previous research conducted by Hon & Grunig
(1999). Items that measured Trust included some of the following statements: “I trust
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that the company will treat me justly and fairly when they implement CSR” and “I trust
that the company will take consumer opinions into account when making decisions
about CSR implementation.” As stated in the design and administration section, all
responses utilized a 7-point Likert scale, as these scales have a mid-point and provided
data for optimal reliability (Symonds, 1924; Nunnally & Bernstein, 2008). Response
options ranged from “strongly disagree” to “strongly agree.” The items measuring trust
were combined together and analyzed for their Cronbach’s alpha, and means. The
Cronbach’s alpha and means from trust were α = .906, M = 4.90, SD = 1.18.
3.12 Purchase Intention
Purchase intention items were adapted from previous research conducted by
Maignan (2001). Items that measured Purchase intention included some of the
following statements: “I will pay more to buy products from a socially responsible
company” and “If the price and quality of two products are the same, I would buy from
the company that has a socially responsible reputation.” As stated in the design and
administration section, all responses utilized a 7-point Likert scale, as these scales have
a mid-point and provided data for optimal reliability (Symonds, 1924; Nunnally &
Bernstein, 2008). Response options ranged from “strongly disagree” to “strongly agree.”
The items measuring purchasing intention were combined together and analyzed for
their Cronbach’s alpha, and means. The Cronbach’s alpha and means from purchasing
intention were α = .918, M = 4.91, SD =1.18.
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3.13 Customer Orientation (Control)
Customer orientation items were adapted from previous research conducted by
Donovan, Brown, and Mowen (2004). Items that measured customer orientation
included some of the following statements: “I believe the corporation has attempted to
make every customer feel like he/she is the only customer” and “I believe the
corporation has emphasized that every customer’s problem is important to them.” As
stated in the design and administration section, all responses utilized a 7-point Likert
scale, as these scales have a mid-point and provided data for optimal reliability
(Symonds, 1924; Nunnally & Bernstein, 2008). Response options ranged from “strongly
disagree” to “strongly agree.” The items measuring customer orientation were
combined together and analyzed for their Cronbach’s alpha, and means. The Cronbach’s
alpha and means from purchasing intention were α = .900, M = 4.453, SD = 1.326.
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CHAPTER 4
RESULTS
To test the four hypotheses in this study, a two-step Structural Equation Model
(SEM) analysis was conducted with the MPlus 7.4 program. First, a confirmatory factor
analysis (CFA) was conducted on the measurement model. Second, the relationships
among the variables were analyzed in the model. Model fit was determined based on
Hu and Bentler (1999), who determined that the Comparative Fit Index (CFI) ≥ .96, and
the Standardized Root Mean Square Residual (SRMR) ≤ .10 or Root Mean Square Error
of Approximation (RMSEA) ≤ .06 and SRMR ≤ .10.
4.1 Preliminary Data Analysis – Descriptive Statistics
Table 4.1 showed that participants perceived personal relevance as moderately
high (M = 4.33, SD = 1.43), CSR informativeness was also relatively high among
participants ( M = 4.95, SD = 1.43), consistency of CSR was also relatively high among
participants (M = 5.68, SD = .846), transparency of CSR (M = 2.73, SD = 1.41), and
promotional tone (M = 2.90, SD = 1.28) were relatively low. Participants also reported
low levels of CSR engagement ( M = 2.98, SD = 1.55), moderately high levels of CSR
skepticism (M = 4.56, SD = 1.31), moderately high levels of trust (M = 4.90, SD = 1.18).
Additionally, participants reported moderately high levels of purchase intention (M =
4.91, SD = 1.18). Correlations between the variables ranged from .009 to .792 (p<.01).
Please note the annotated questionnaire in Appendix C.
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Table 4.1: Descriptive Statistics (Alpha, Mean, Standard Deviation, and Correlations) (n=315)
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Alpha

M

SD

1

2

3

4

5

6

7

8

9

10

1

.844

4.95

1.18

1

2

.914

4.33

1.43

.535** 1

3

.918

2.73

1.41

.424** .470** 1

4

.778

5.68

.846

.277** .335** .147** 1

5

.970

5.26

1.07

.499** .446** .312** .304** 1

6

.903

2.90

1.28

.332** .332** .441** .009

7

.931

2.98

1.55

.411** .522** .409** .148** .291** .367** 1

8

.946

4.56

1.31

.545** .353** .371** .125*

9

.906

4.90

1.18

.535** .394** .305** .164** .671** .451** .349** .792** 1

10

.918

4.91

1.18

.411** .548** .304** .422** .405** .309** .422** .362** .401** 1

.367** 1

.661** .463** .360** 1

Note. **Correlation is significant at p < .01 (2-tailed).
1=Informativeness; 2= Personal Relevance; 3=Transparency; 4=Consistency; 5= Factual Tone; 6=Promotional Tone; 7= CSR
Engagement; 8= CSR Skepticism; 9= Trust; 10= Purchase Intention

4.2 Control Variables
A series of hierarchical linear regression analyses were conducted to determine
how control variables and demographics influenced relationships within the model.
Based on previous literature and analyses (Smith and Park, 1997; Maignan, 2001;
Donovan, Brown & Mowen, 2004; Lichtenstein et al., 2004; Kim, 2017) the study
controlled for three variables: customer orientation, gender, and education. Please note
the breakdown of demographics in Chapter 3.
4.3 Structural Equation Modeling
To test the relationships between the independent variables, mediators, and
outcomes (Figure 4.1), a structural equation model was tested in M+. Based on the
frameworks used in this study, a structural equation model was used to understand the
relationships between CSR communication factors, engagement, skepticism, purchase
intention, and trust.
4.4 Measurement Model Results
CFA results of the measurement model indicated that all the measures of
informativeness, relevance, transparency, consistency, factual tone, promotional tone,
CSR engagement, skepticism, trust, and purchasing intention were both valid, and
reliable. The CFA model achieved acceptable data-model fit (χ2 = 1420.512, df = 833, χ2
/df = 1.71, SRMR = .073, RMSEA = .047 [90% CI=.043 to .051], CFI = .95, TLI = .94, n =
315). Data analysis also generated the values of average variance extracted (AVE)
(ranging from .56 to .91), composite reliability (CR) (ranging from .80 to .93), and factor
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loadings (ranging from .40 to .97). Results indicated that the measures were valid and
reliable. See more details about the results of the measurement model in Table 4.1.
4.5 Structural Model
The hypothesized structural model demonstrated an acceptable fit with the
data: χ2 = 1617.8554, df = 958, χ2 /df = 1.688, SRMR = .082, RMSEA = .047 [90% CI=.043
to .051], CFI = .95, TLI = .94, n = 315). Most hypotheses were partially supported (Figure
4.1).
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Engagement
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.04
Trust

*
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CSR Communication
Factors
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-.6

-.6
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3*

**

.38

**
*

Purchase
Intention

CSR Skepticism
-.12

Figure 4.1: Structural Model
χ2 = 1617.8554, df = 958, χ2 /df = 1.688, SRMR = .082, RMSEA = .047 [90% CI=.043 to .051], CFI = .95, TLI = .94, n = 315). ***p
< .001; **p < .01; *p < .05.

4.6 Direct effects
Based on the tested hypotheses and model above many direct effects were
found. A strong positive effect was found between CSR communication factors and CSR
engagement. βCSR Communication Factors->CSR Engagement=.60, SE=.06, p < .001 (BC 95% CI: .42 to
.75). A strong negative effect occurred between CSR communication factors and CSR
skepticism. βCSR Communication Factors->CSR Skepticism=-.63, SE =.08, p < .001 (BC 95% CI: -.85 to .41). Another positive effect was found between CSR engagement and Trust. βCSR
Engagement-Trust=.04,

SE = .04, p >.05 (BC 95% CI: -.06 to .15). A strong negative effect

occurred between CSR skepticism and Trust. β CSR Skepticism ->Trust =-.68, SE = .05, p >.001
(BC 95% CI: -.80 to -.54). A strong positive effect was found between CSR engagement
and purchase intention. βEngagement->Purchase Intention =.38, SE = .06, p < .001 (BC 95% CI: .22
to .54). A strong negative effect occurred between CSR skepticism and purchase
intention. βCSR Skepticism->Purchase Intention =-.12, SE = .08, p < .05 (BC 95% CI: -.32 to .08).
4.7 Direct effects among control variables
To help enhance the internal validity of this study, and the relationships between
the dependent and independent variables, the following direct effects occurred
between the control variables (customer orientation, gender, and education). A strong
direct positive effect occurred between customer orientation and CSR communication
factors. βCustomer Orientation ->CSR Communication factors=.57, SE = .05, p < .001 (BC 95% CI: .42 to
.69). A negative effect was found between gender and CSR communication factors.
βGender->CSR Communication factors=-.09, SE = .05, p > .05 (BC 95% CI: -.23 to .04). A negative
effect occurred between customer orientation and CSR skepticism. βCustomer Orientation ->CSR
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Skepticism=-.22,

SE = .08, p < .01 (BC 95% CI: -.42 to .00). A strong positive effect occurred

between customer orientation and trust. βCustomer Orientation->Trust=.29, SE = .05, p < .001 (BC
95% CI: .16 to .41). A strong positive effect occurred between customer orientation and
purchase intention. βCustomer Orientation->Purchase Intention=.22, SE = .07, p < .01 (BC 95% CI: .03
to .41). A strong positive effect occurred between education and purchase
intentionβEducation->Purchase Intention=.13, SE = .05, p < .05 (BC 95% CI: -.01 to .26).
4.8 Indirect effects
A mediation analysis was conducted with a bias-corrected bootstrapping
procedure (N = 5,000 samples). Results in Table 3 indicated that CSR engagement, and
CSR skepticism were significant mediators in the structural model. The significant
indirect-only mediation effects were presented in Table 4.1. A model showcasing the
indirect paths in Table 4.2 was created (Figure 4.2).
Table 4.2 Results of mediation analysis with structural equation modeling.
Mediation Analysis
BC 95% CI
Paths
Estimate S.E.
Lower
Upper
Indirect 1: CSR Communication Factors->CSR
.02
.03
-.03
.10
Engagement-> Trust
Indirect 2: CSR Communication Factors->CSR
.43***
.07
.25
.62
Skepticism-> Trust
Indirect 3: CSR Communication Factors->CSR
.23***
.05
.11
.40
Engagement-> Purchase Intention
Indirect 4: CSR Communication Factors .08
.05
-.05
.24
>CSR Skepticism->Purchase Intention
Note: χ2 = 1617.8554, df = 958, χ2 /df = 1.688, SRMR = .082, RMSEA = .047 [90% CI=.043
to .051], CFI = .95, TLI = .94, n = 315). ***p < .001; **p < .01; *p < .05. BC 95% CI: Biascorrected 95% bootstrapped confidence interval (CI) based on 5,000 samples. *p<.05,
**p<.01, ***p<.001.
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Engagement

Trust
.23
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.43**

*

CSR Communication
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Purchase
Intention
.08

CSR Skepticism

Figure 4.2: Structural Model of Indirect Effects
χ2 = 1617.8554, df = 958, χ2 /df = 1.688, SRMR = .082, RMSEA = .047 [90% CI=.043 to .051], CFI = .95, TLI = .94, n = 315). ***p
< .001; **p < .01; *p < .05.

4.9 HYPOTHESIS TESTING
H1, predicted that CSR communication factors would negatively influence (H1a)
CSR skepticism, (H1b) purchase intention, and (H1c) trust in a corporation. These
relationships were examined using the structural equation model. CSR communication
factors negatively influenced CSR skepticism (β =-.63, p < .001), thus supporting H1a.
Although there was not a direct path between CSR communication factors, and trust
there was a negative relationship when analyzing relationships between skepticism, and
trust (β = -.68, P>.001). H1b and H1c were not supported as there was not a direct path
between CSR communication factors, purchase intention, and trust.
H2, predicted that CSR communication factors would positively influence (H2a)
purchase intention, and (H2b) trust in a corporation. These relationships were examined
using the structural equation model. As there are no direct paths between CSR
communication, purchase intention and trust. Therefore, H2 was not supported.
H3, predicted that CSR engagement would negatively influence (H3a) CSR
skepticism, (H3b) purchase intention and, (H3c) trust in a corporation. These
relationships were examined using the structural equation model. CSR engagement did
not directly influence CSR skepticism, thus H3a is not supported. A positive relationship
occurred between engagement and purchasing intention (β = .38, P<.001). Thus, H3b is
not supported. A positive relationship occurred between engagement and trust (β =
.04, P>.05). Thus H3c was not supported.
H4, predicted that CSR engagement would positively influence (H4a) consumers
purchase intention, and (H4b) trust in a corporation. These relationships were examined
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using the structural equation model. CSR engagement will positively influence (a)
consumer purchase intention, and (b) consumer trust in a corporation. These
relationships were examined using the structural equation model. CSR engagement
positively influenced a consumer purchase intention (β =.38, P<.001). Thus, H4a was
supported. CSR engagement positively influenced a consumer trust in a corporation (β
=.04, P>.05). Thus H4b was supported.
4.10 Summary of Results
This model demonstrated the relationships between the variables and provided
a basis for a model that can be applied to CSR and mass communications research. As a
supplement to the above hypotheses, the following direct paths were included within
the model : a significant positive path between CSR communication factors -> CSR
engagement (β =.60, p < .001), a significant negative path between CSR communication
factors -> CSR skepticism (β =-.63, p < .001), a significant negative path between CSR
communication factors -> CSR skepticism (β =-.63, p < .001), a negative path between
CSR skepticism -> Trust (β =-.68, p >.001),a significant positive path between CSR
engagement and purchase intention (β =-.38, p < .001), and a significant negative effect
between CSR skepticism and purchase intention (β =-.12, p < .05).
These paths suggested that two main factors CSR skepticism and CSR
engagement are the main factors that directly influenced consumer trust and purchase
intentions. The indirect paths in Table 4.2 were important to understanding how all of
the independent variables had a relationship with the outcome variables. The next
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chapter analyzed these results in deeper meaning. Theoretical and practical implications
were discussed along with future research suggestions.
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CHAPTER 5
DISCUSSION
The purpose of this study was to analyze how portion of profit donations affects
the intentions of millennial consumers to purchase items from corporations that use
online communication platforms to endorse CSR strategies. This study also aimed to
analyze how proper messaging about CSR affected levels of trust between consumers
and corporations. Ultimately, this study answered many of the questions proposed
earlier that are fundamental to CSR research and corporate operations: Do corporations
care about the well-being of society? Are corporations implementing CSR just to
increase profits? What is the purpose of the POP campaigns? These questions should be
used by public relations practitioners and those in the c-suite to determine the
effectiveness of corporate CSR strategies, and their communications tactics where the
main goal of PR is to build relationships between different stakeholder groups.
One of the most important contributions of this study was the investigation of
theoretical relationships between CSR communication factors, purchasing intention, and
trust. This study attempted to examine trust and purchasing intentions as outcomes,
whereas other studies tested trust as a mediator and did not analyze purchasing
intention as an outcome (S. Kim, 2017). Previous studies have analyzed these factors in
different situations and fields which demonstrated the need for a study that
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incorporated all of the measures used. As stated previously, the following measures
were tested: CSR communication factors (S. Kim, 2017); engagement (S. Kim, 2017);
skepticism (Obermiller & Spangenberg, 1998); purchasing intention (Maignan, 2001);
and trust (Hon & Grunig, 1999). These measures were widely applied throughout CSR
literature and public relations, but few studies analyzed the relationships between
them. For example, S. Kim (2017) suggested that consumer skepticism needed to be
further studied to understand the relationship between CSR communications.
Manignan (2001) suggested future research should provide a better analysis of
relationships between behavior and responsibility. This was analyzed by studying the
relationships between how a corporation communicates about their CSR, consumers
interact with the messaging, and what they plan to do because of it (purchasing
intention). Furthermore, this study only analyzed consumer opinions of those who were
familiar with CSR strategies, and corporations that implemented them. This was an issue
in the Manignan (2001) study where the author suggested consumers may not have
been fully aware of CSR and corporate implementation. To combat this issue, this study
first analyzed consumers’ understanding of CSR as a whole and were asked about their
familiarity with CSR campaigns. If participants said they were not familiar they were
then removed from this analysis. A logical next step toward theory building and
contribution towards public relations was to test and implement previous research
recommendations, which this study attempted to accomplish. This chapter will discuss
the findings and contributions of this study.
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5.1 Analyzing the Hypotheses
The below table refers to the tested hypotheses and their support status.
Table 5.1 Results of Hypothesis Testing
Hypothesis
H1: CSR communication factors will negatively influence (a) CSR
skepticism, (b) consumers purchase intention and (c) a consumer
trust in a corporation.
H2: CSR communication factors will positively influence (a) CSR
Skepticism, (b) consumers purchase intention, and a (c) consumers
trust in a corporation.
H3: CSR engagement will negatively influence (a) CSR Skepticism,
(b) consumers purchase intention, and a (c) consumers trust in a
corporation.
H4: CSR engagement will positively influence (a) consumers
purchase intention, and a (b) consumers trust in a corporation.

Support
Partially
Supported
(a)
Not
Supported
Not
Supported
Supported

5.2 Hypothesis 1
The goal of the hypotheses was to test how the implementation of CSR factors
and CSR engagement affected the relationship between purchase intentions and trust.
H1 and H2 tested the relationships between CSR communication factors, CSR
skepticism, purchase intention, and trust. H1 analyzed how CSR communication factors
would negatively influence skepticism, purchase intention, and trust. In S. Kim’s (2019)
study, the model presented used trust as a mediator of communication factors and did
not test CSR skepticism. The model in my study features trust as an outcome variable
and tests relationships with factors such as CSR skepticism. H1 was partially supported
as CSR communication factors had a negative relationship with skepticism (βC = -.63,
p<.001). This result suggests that when a corporation does implement CSR, consumers
may become skeptical of the CSR messaging. Although they may be skeptical of it, there
was no direct relationship between CSR communication factors, purchase intention, and
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trust. Although there was no direct relationship, an indirect negative relationship
occurred between CSR communication factors, CSR skepticism, purchase intention, and
trust. Looking at CSR skepticism there was a negative relationship with purchase
intention (β =-.12, p < .05) and trust (β =-.68, p >.001). Due to these negative
relationships, someone who is more skeptical of CSR is less likely to purchase an item
and less likely to trust an organization.
Therefore, a corporation must implement CSR communications that are truthful
and provide an accurate description of what the corporation is doing. If the corporation
is dishonest or does not provide useful information to consumers, skepticism will cause
levels of trust to decrease and, therefore, purchases to occur elsewhere. These findings
are important to personal relevance of CSR as corporations should craft messages that
promote ethical behaviors (Morsing and Schultz, 2006), which can help foster
relationships with stakeholders. Another piece of literature that plays a role in H1 is
from Grunig and Hunt (1984), who proposed three stakeholder strategies essential to
implementing CSR communication strategies and building trust and relationships. The
three types of strategies are: information, response, and involvement. If a corporation
uses CSR communications to give a mediocre amount of information about CSR
implementation, the response from stakeholders will not be beneficial to the
corporation. If the response from stakeholders is poor, consumers may question why a
corporation is involved with certain CSR campaigns, ultimately raising skepticism.
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5.3 Summarizing Hypothesis 1
H1 analyzed how CSR communication factors would negatively influence CSR
skepticism, purchase intention, and trust. H1 was partially supported due to the
negative relationship with consumer skepticism (βC = -.63, p<.001). H1 was not
supported when analyzing relationships with purchase intention and trust. The
relationships between CSR communication factors, purchase intention, and trust did not
exist directly, but rather the relationships were indirect. The negative relationship
between CSR skepticism and trust most likely occurred because consumers were
skeptical of campaign implementation.
Skepticism could increase due to the frequency of CSR campaigns, message
content, and corporate needs. If a consumer were to see few advertisements, social
media posts, or online media content, skepticism could rise due to not being familiar
with a societal issue. This could also occur if a consumer were to believe a corporation
was embellishing claims about a societal issue for their benefit. Next, consumers need
to know their audiences. If a corporation uses CSR messaging in the wrong way,
skepticism could increase. For example, a corporation wouldn’t take out a billboard ad if
they were trying to reach millennials. Millennials respond to interaction, and using
platforms such as Facebook, Twitter, and Instagram are important for disseminating CSR
messaging to these audiences. Last, CSR communication factors could increase the
skepticism of CSR if a corporation is found to be implementing CSR solely for their
benefit with each issue that arises. For example, consumers may question a corporation
such as Starbucks for taking a stance on gun control, political affiliations, and the
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economy. As we know, Starbucks is a coffee chain. If they broaden their CSR to include
topics that are not relevant to coffee, it could ultimately hurt their brand and image.
Campaigns based on societal issues are called advocacy. Scholars such as Bortree
(2014); McPherson (2017); and Page and Parnell, (2017) argued that that CSR is viewed
as a form of ‘advocacy’ by many corporations today. Advocacy campaigns are designed
to promote a corporation’s stance on an issue that affects their stakeholders (Bortree,
2014; McPherson, 2017; Page & Parnell, 2017). If a corporation becomes an ‘advocate’
about a societal issue and attempts to interact with consumers, this can be viewed as a
form of CSR strategy if the issue is relevant to the brand. This builds trust and awareness
about societal issues at hand. Ultimately, it is okay if corporations do promote societal
issues as a form of CSR, but it must be relevant. If the issue is not relevant to the brand
this will ultimately hurt the level of trust consumers have, and they may be more likely
to purchase an item elsewhere.
H1 also analyzed the relationships between purchase intention and trust. Based
on the above analyses, if a consumer is skeptical of a corporation due to their CSR
campaigns, they will be less likely to trust the organization and less likely to purchase
from them.
5.4 Hypothesis 2
H2 analyzed how CSR communication factors would positively influence
purchase intention and trust. This hypothesis was proposed from previous literature,
which found that CSR communication strategies played a direct role in changing
behavioral intentions (purchasing intentions) and trust (Webb & Mohr 1998; Sen &

108

Bhattacharya, 2001; Kim & Lee, 2009; Du, Bhattacharya & Sen, 2010; Kim & Kim, 2010;
Morsing, Schultz & Nielsen, 2012; Lyu, 2017; Rim 2018). H2 was not supported as CSR
communication factors did not have a direct effect on trust and purchase intention. This
result suggests that when a corporation does implement CSR, other factors (mediating
variables) are important in this analysis. While this is the case, CSR communication
factors did not have a direct relation. An indirect positive relationship between CSR
communication factors, CSR engagement, purchase intention, and trust did occur. A
positive relationship occurred between CSR communication strategy and CSR
engagement (β =.60, p < .001). Additionally, a positive relationship also occurred
between CSR engagement and purchase intention (β =.38, p < .001), as well as between
CSR engagement and trust (β =.04, p >.05).
With this in mind, CSR communication factors only play a role in purchase
intention and trust if CSR engagement exists. Based on the findings from the model in
which a corporation implements CSR messaging and consumers engage with others,
they are more likely to make a purchase and trust the corporation. Therefore, while
corporations do implement many forms of CSR communications, they must know their
audiences and cater their messages to allow consumers to interact with others and
disseminate their message. If a corporation does not provide messages that their
audiences can understand or does not provide anything at all, consumers will not
engage, which may decrease overall purchasing intentions and trustworthiness.
Consumers are less likely to trust a corporation if messaging is poor or if a consumer
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believes that CSR was implemented with ulterior motivations (Forehand & Grier, 2003;
Morsing, Schultz & Neilsen, 2008).
5.5 Summarizing Hypothesis 2
H2 analyzed how CSR communication factors would positively influence
purchase intention and trust. H2 was not supported as there was no direct relationship
between CSR communication factors, trust, and purchase intention. An indirect
relationship likely occurred between these variables because of the need for a behavior
or action. As there was no direct relationship between CSR communication factors,
trust, and purchase intention, an analysis of one of the mediating variables (CSR
engagement) was conducted. This analysis found positive relationships between CSR
communication factors, CSR engagement, purchase intention, and trust. The
relationship between CSR communication factors and engagement was positive and
most likely occurred as consumers shared their thoughts and opinions with others
concerning CSR campaigns. Engaging with others could ultimately be what caused the
positive relationships with purchase intention and trust.
Trust and purchase intention could increase due to engagement between
different stakeholder groups. Consumers interact on a wide variety of platforms with
their friends to talk about different experiences and purchases they have made. Also,
consumers engage with others about different CSR campaigns and a corporation's
stance on particular issues. The implementation of CSR communication factors is just
the first step leading to engagement. If a corporation knows its audiences and
effectively communicates through various online and offline channels, engagement will
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increase. This could ultimately spread knowledge between various consumer groups,
which in turn will influence decisions. If CSR campaigns and communications are carried
out properly throughout the proper channels, engagement will increase consumer
purchase intention and trust. Purchase intention and trust could ultimately be
influenced by engagement surrounding CSR. If no engagement occurs, consumers may
not know about CSR campaigns, which may turn them away from purchasing from and
trusting certain corporations.
5.6 Hypothesis 3
H3 analyzed how CSR engagement would negatively influence skepticism,
purchase intention, and trust. CSR skepticism was not addressed in the model presented
by S. Kim (2019) but is an important factor to study due to the important role it plays in
trust and purchasing intentions (Obermiller & Spangenberg, 1998; Webb & Mohr, 1998,
Singh, Kristensen & Villaseñor, 2009). H3 was not supported as CSR engagement had
direct positive effects on purchase intention and trust. This result suggests that there is
a direct or indirect relationship between the level of consumer engagement and CSR
skepticism. Another reason as to why H3 is not supported is due to the positive direct
relationships between CSR engagement and purchase intention (β =.38, p <.0010 and
CSR engagement and trust (β =.04, p >.05).
With this positive relationship in mind, the more a consumer engages with
others about CSR in general or daily experiences, they are more likely to make a
purchase and trust the corporation they purchased a product from. Although this could
arguably go the other way if a consumer discusses negative experiences, they may still
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have to purchase an item even if they do not fully trust the store or corporation where
the product is coming from. Based on the findings from the model, when consumers
interact with others about CSR, they are more likely to make a purchase and trust
corporations. This relates to a finding from Singh, Kristensen, and Villaseñor (2009), who
found that if consumers are exposed to CSR campaigns numerous times, familiarity will
increase, and skepticism will decrease. Therefore, if consumers do interact with others
about CSR or other topics, they are more likely to influence the decisions of others. By
positively engaging with others, a consumer is more likely to purchase items and trust
corporations.
5.7 Summarizing Hypothesis 3
H3 analyzed how CSR engagement would negatively influence skepticism,
purchase intention, and trust. H3 was not supported as there was a positive relationship
between purchase intention (β =.38, p <.0010) and CSR engagement (β =.04, p >.05).
Also, there was no relationship between CSR engagement and CSR skepticism. This
analysis found positive relationships between CSR engagement, purchase intention, and
trust. The relationship between CSR engagement, purchase intention, and trust was
positive and most likely occurred as consumers shared their thoughts and opinions with
others concerning CSR campaigns. Engaging with others could ultimately be what
caused the positive relationships with purchase intention and trust. As there was no
relationship between CSR engagement and CSR skepticism, further analysis could be
conducted. For example, if consumers engaged a large amount with each other but
disseminated information that was not credible, a negative relationship would most
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likely occur. If this relationship were to occur, questions regarding lower levels of
purchase intention and trust may occur.
Due to CSR engagement having a positive effect on purchase intention and trust,
the level of dialogue between stakeholders and corporations should be high. As
consumers interact on various online platforms, corporations need to become active on
them if they are not already. This allows for consumers to not only disseminate
messages with other consumers but also fosters two-way interaction as well. Two-way
interactions will increase engagement and ultimately will have a positive relationship
with purchase intention and trust.
The ability to interact with and obtain knowledge from stakeholders is active
listening. If a corporation actively listens to what consumers want, consumers will be
more likely to trust and purchase from certain corporations. Another reason why twoway interaction is important includes the knowledge of CSR campaigns and societal
issues. If corporations are aware of issues affecting society or a certain group of
stakeholders, they can target their communications and CSR campaigns to them.
Ultimately, consumers may become skeptical of CSR and think a corporation is taking a
stance on an issue because they have to. If this is the case, and consumers engage with
corporations about this issue, purchase intention may not be affected (need v. want)
whereas trust may decrease.
5.8 Hypothesis 4
H4 analyzed how CSR engagement would positively influence purchase intention
and trust. S. Kim (2019) used CSR engagement as a mediator between CSR
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communication factors and reputation. The model proposed in this study analyzed
engagement and its relationships with purchasing intention and trust. CSR engagement
was important to this study as scholars as Kent and Taylor (2015) and Bowen (2010b)
view engagement as a form of relationship building. Bowen (2010b) viewed engagement
as a form of stakeholder identification and management. If a corporation were to use
stakeholder management and be inconsistent with decision-making, relationships would
be affected. This would cause harm to stakeholder and corporate relationships. H4 was
supported as CSR engagement had a direct positive effect on purchase intention and
trust. This result suggests that when consumers engage with others about CSR, they are
more likely to have a positive influence on the actions of their peers.
A positive relationship occurred between CSR engagement and purchase
intention (β =.38, p < .001). A positive relationship also occurred between CSR
engagement and trust (β =.04, p >.05). A corporation should be able to identify its
stakeholders and communicate effectively with them. Kent & Taylor (2015) suggested
three requirements in their study which are important to stakeholder identification and
building relationships: engage stakeholders (one on one, one to many), recognize
stakeholder value (what ideas or opinions affect corporations/consumers), and provide
empathy to stakeholders. With this in mind, even if a corporation does not
predominately communicate about CSR, consumers will still engage with others. All of
the above findings analyzing consumer engagement found that if consumers knew of
CSR and shared their opinions of it purchasing intention would increase (Lee & Shin,
2010) along with trust(Morsing, Schultz & Neilsen, 2008; Kim & Ferguson, 2016).
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5.9 Summarizing Hypothesis 4
H4 analyzed how CSR engagement would positively influence purchase intention
and trust. H4 was supported as there was no were positive relationships between CSR
engagement, purchasing intention (β =.38, SE = .06, p < .001), and trust (β=.04, SE = .04,
p >.05). The positive relationship most likely occurred from corporations and consumers
engaging with others about CSR implementation. The nature of these relationships
occurred due to engagement. If there were little to no levels of engagement consumers
would probably be likely to not trust a corporation. Although this could happen
purchase intention may not be affected as consumers do need to make purchases of
certain products.
As H4 was supported, arguments can be made that engagement, stakeholder
knowledge, and decision-making are the most important factors for engagement. With
the promotion of active listening in corporations, engagement will increase along with
trustworthiness. Ultimately, this will lead to consumers purchasing multiple products
from a corporation even if they are not the cheapest. Thus, corporations need to have a
well-implemented communications plan that allows for relationship management. Part
of the plan needs to address ethics, credibility, and liability. If a corporation were to
promote unethical behaviors or disseminate information that is not credible consumers
will be aware. With the promotion of ethical information about CSR, corporations can
effectively build trust and relationships, and encourage consumers to purchase from
them.
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5.10 Theoretical Implications
This study has many implications that should be applied to PR theory. First, this
study analyzed and built upon previous research which was not deeply analyzed in the
areas of CSR and PR. Theoretically, this study attempted to analyze the diffusion of
innovations theory, uses and gratifications theory, framing, and agenda-setting theories,
which have limited use in CSR research. Due to the limited research in these areas, this
study attempted to highlight different aspects of each theory. The DOI theory by Rogers
(1962, 2004) was defined as “the process in which an innovation is communicated
through certain channels over time among members of a social system” (Rogers, 2004,
p.5). This definition is important to the study and public relations research. Although the
term innovation is emphasized, the definition can be applied to a CSR message or even
the platform used to disseminate information.
DOI is important to this study both theoretically and practically based on how
communications effects public relations. CSR is a term that constantly evolved over
many years into its current definition. CSR was viewed as a strategic tactic used by
corporations that addressed branding, reactions, and expectations. Ultimately,
consumers expect that corporations will communicate effectively regarding CSR strategy
(Carroll, 1978; Kotler & Lee, 2005). Terms such as advocacy and cause related
marketing have been viewed as components of CSR and strategic operations.
In regard to portion-of-profit donations, the way in which scholars viewed the
definition has drastically evolved. POP is essentially viewed as a campaign (CRM) in
which a corporation donates a portion of their profits to a non-profit organization
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located in communities of stakeholders (Varadarajan & Menon, 1988; Ford, Smith &
Swasy, 1990; Maignan, 2001). The evolution of CSR and POP as reflected in Chapter 2
are important to understanding the definition and purpose of CSR, along with why it is
implemented. To further understand why DOI is an important aspect of this study, an
example of the evolution of communication strategy is below.
This study focused on how the use of online communication platforms
(websites, and social media) are used for consumers to obtain information about CSR
implementation. At first, corporations needed to use more traditional forms of media
(radio, newspaper) to reach their stakeholders. This may have caused individuals to not
obtain the necessary information to make their own decisions. The ability to reach
stakeholders now is much easier due to innovations such as the internet and social
media platforms.
Another aspect of the DOI theory that was important to this study was the
adoption curve. To analyze the adoption rate of an introduced innovation, Rogers (2004)
created an adoption curve. This curve was valuable as it was utilized to understand the
rate of adoption for a specific innovation to different stakeholder groups. For example,
the innovation of social media is important to understand in terms of adoption. A
corporation could be classified as an early adopter or a laggard. By becoming an early
adopter and keeping up with trends corporations familiarize and understand their
stakeholders. DOI built upon the agenda-setting, framing, and the uses & Gratification’s
theories in this study. Without the use of this theory, findings from the study may have
been influenced if previous and more traditional forms of media were emphasized.
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Once online communications were adopted, corporations needed to understand
how to set the agenda. The agenda-setting theory is substantial because of how a
corporation could use CSR messaging to ultimately influence consumers to trust and
purchase items from certain corporations. McCoombs & Shaw (1972) determined that
the media or other communications outlet sets the agenda (messaging) to influence
ideas and beliefs. One of the most important findings by McCombs & Shaw was salience,
the more salient an issue was to a person correlated to actions taken. This is similar to
CSR communication factors proposed by S. Kim, (2019) which focused on personal
relevance. The more relevant a CSR campaign or message seems to a customer, the
more likely it will influence others. Communications professionals tell people what to
think about versus what they should think (McCombs and Shaw, 1972).
Agenda setting was related to CSR because a corporation implements CSR
strategies to benefit society and attract consumers. Agenda setting was also beneficial
because corporations could tell consumers what to think and what actions to take. The
theory is also important to POP donations, as corporations can set the agenda just by
simply phrasing CSR messages in a certain way. Corporations who say “5% of proceeds
will go to charity” versus “a portion of sales will go to charity” are able to set the agenda
to ultimately influence customers that non-profits receive large donations. These types
of messages can be written differently on online versus offline platforms.
This influence is essentially what controls the outcomes regarding purchase
intentions and trust. Further studies such as Sones, Grantham & Vieira (2009),
suggested that corporations and the media used online platforms to set the agenda. The
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use of online platforms is a form of DOI where corporations adopted this media strategy
over traditional media forms (Rogers, 2004). These online platforms are forms of owned
media that the corporation uses to customize content for their stakeholders (Sones,
Grantham & Vieira, 2009). With the adoption of these owned channels, corporations
can set the agenda by using particular keywords, hashtags, and phrases to communicate
between stakeholder groups. Keyword usage allows for corporations to socially listen by
viewing particular hashtags and seeing what actions consumers take. The more a certain
hashtag is talked about means that a certain use was salient to consumers (Sones,
Grantham & Vieira, 2009). Once a corporation understands which issues or keywords
are important to consumers, the corporation will be able to actively frame their
message. Overall, corporations use agenda-setting to influence messaging strategy. In
this study messaging strategy is tested with CSR communication factors such as
transparency, consistency, tone, and salience. The study findings could be influenced
based on how consumers believed corporations were setting the agenda.
Framing Theory (Entman, 1993) addresses how a message or body of work
influences human knowledge, behaviors, and attitudes. This theory is one of the most
important areas of study in mass communications due to its influence on consumer
ideas and behaviors. Framing can affect the credibility and trustworthiness of
corporations, especially after a message is disseminated (Entman, 1993). Framing is
important to CSR because of its influence on human behaviors. Depending on how a
message is framed, consumers will be influenced to act a certain way. If a corporation
frames CSR as a positive solely for communities, this may raise skepticism as the
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corporation would benefit as well. This is the same ideology that lies behind purchase
intention, as the way a message is framed will influence results. For example, a
corporation may influence consumers to purchase multiple items if they believe that
profits from each item purchased are donated, versus a percentage of the total sales.
Another theory that is important to this study was the uses and gratifications
(U&G) theory. This theory explored how messaging can be used and adapted along with
how it is interpreted by many different audiences (Katz, Blumler & Gurevitch, 1973).
This theory is the backbone of this study, as seen in research by Webb & Mohr (1998);
Kim & Lee (2009); Morsing, Schultz, and Nielsen (2012); and S. Kim (2019). These articles
viewed messaging from many different viewpoints. For example, some of the articles
talked about CSR messaging strategies (relevance, frequency, etc.) (Kim & Lee, 2009;
Morsing, Schultz and Nielsen, 2012; and S. Kim, 2019), while others addressed CSR
skepticism (Webb & Mohr, 1998). These viewpoints ultimately led consumers to make
decisions to purchase from or trust corporations. Katz, Blumer & Gurevitch (1973), also
found that consumers will attempt to view media regarding certain situations and react.
U&G emphasized the need for corporations to know their stakeholders and how
they interact with others. For example, millennial may not know about CSR strategies
that are featured in a newspaper. If a corporation researches and understands how their
target audience uses media, they will be able to curate messaging that is appropriate for
certain platforms. These reactions stem from how messaging is disseminated (DOI) and
what a consumer does with the information. For example, if a consumer obtains
information through social media and engages with others, they may influence the
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opinions of others to purchase items and trust corporations. In a study by Liu (2015),
U&G is addressed as to how and why media is accessed and what attracts particular
audiences (Liu, 2015). A corporation must know its stakeholders. Once a message
regarding CSR is disseminated, consumers will view the message and change (influence)
their behaviors based on the message content (Entman, 1993). These arguments above
in the U&G theory and agenda-setting sections aligned with arguments made by
Morsing, Schultz & Nielsen (2008), which suggested that the amount of information
provided can lead consumers to question the need for certain CSR messages.
Similarly, if messaging about CSR geared towards millennials was disseminated
through radio or billboards, the audience may not hear about the initiative, leading to
skepticism. The U&G theory is important to CSR as corporations need to know which
forms of media stakeholders use, and how they interact. CSR messaging that is clear,
concise, and credible will be appropriate for all audiences to interact with. This outcome
is the same for POP messaging as consumers are more likely to share their knowledge
with their friends on social media and through other platforms. Once the information is
shared through these platforms it will spread, and ultimately lead to increases in trust
and purchase intention if properly executed.
Findings from this dissertation suggested the relationship between CSR
communication factors, skepticism, engagement, purchasing intentions, and trust. The
findings also exposed how CSR messages can be improved online by generating content,
adapting to new trends, and encouraging interaction as consumers are likely to make a
purchasing decision based on their knowledge and engagement with a corporation.

121

Previous literature measured trust as a mediating variable and reputation as an
outcome of CSR communication factors (S. Kim, 2019). Further, scholars suggested the
need for a study that analyzes how CSR messages and engagement could lead to a
consumer becoming skeptical, causing fewer purchases and decreased trust (Webb &
Mohr 1998; Sen & Bhattacharya, 2001; Kim & Lee, 2009; Du, Bhattacharya & Sen, 2010;
Kim & Kim, 2010; Morsing, Schultz & Nielsen, 2012; Lyu, 2017; Rim 2018, S. Kim, 2019).
This study attempted to further analyze the relationships between skepticism, trust, and
purchase intentions. To analyze these relationships, the study examined and
transformed many measures which were included in the analyses.
For example, the study adopted skepticism measures from Obermiller and
Spangenberg (1998), trust measures were adopted from Hon & Grunig (1999) and
purchasing intention measures were adopted from Maignan (2001). These scales
addressed the suggestions for future research in previous CSR literature and confirmed
that these topics relate to each other, although more analysis should be completed in
these areas. Two areas of skepticism that provide some theoretical backgrounds are
situational and predispositional skepticism. Most commonly, it seems that situational
skepticism may be the most overarching factor of skepticism due to doubt of corporate
motives when consumers are engaged (Forehand & Grier, 2003)
The theoretical model helps to address deficiencies in CSR literature and
provides the basic groundwork for future inquiries about how online CSR messages
affect overall trust and purchasing intentions. The model also emphasized the
importance of the need to analyze the relationships between engagement and
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skepticism, as the number of times consumers engage with others can influence others
to make a decision regarding trusting a corporation or purchasing an item. If
engagement is limited or non-existent consumers may not become educated about a
CSR campaign or certain societal issues which in turn would increase skepticism and
lower the rate of trust and purchasing intentions.
Applying the scales for engagement (S. Kim 2019), and skepticism (Obermiller
and Spangenberg, 1998) add to the model by attempting to examine how a consumer
processes a CSR message, engages with the corporation or others, and builds their
opinions as to why a corporation implemented CSR strategy. Ultimately, these scales are
two of the most important foundations addressing how a consumer will ultimately trust
a corporation and make purchasing decisions. Theoretically, one of the most important
contributions to PR and CSR research is the understanding that messaging tone,
informativeness, transparency, consistency, and relevance are some of the most
important factors for determining how consumers develop behavioral and attitudinal
intentions and influence others. Thus, this model attempted to emphasize the need to
further test the theoretical arguments above concerning how effective CSR messaging
influenced millennial consumers to trust and purchase from corporations.
An area that was of upmost importance to this study was ethics and ethical
decision-making. Ethics can be viewed as the backbone of this study as it is a precursor
to trust and one of the of the largest philosophical drivers of CSR, PR, and mass
communications. Ethics and ethical decision-making are important to all of the factors
of this dissertation, because the decisions made by corporations will influence the
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overall study outcome. Ethics and ethical decision-making are extremely important to
the DOI, agenda-setting, framing, and U&G theories as the decisions made by key
employees will influence the outcomes of these theories. If a corporation doesn’t adopt
the use of new communications platforms, corporations wouldn’t be able to effectively
set the agenda, frame their messages, or study how messaging was used. Ethics is
important to CSR and POP, because corporations should implement campaigns that
provide benefit to societal issues. Messaging must be consistent, detailed, and provide
truth. If a partitioner hid any details or embellished the truth trust would decrease, and
consumers would be skeptical of the corporation.
Based on research by Wright (1985); Bowen (2002, 2004, 2005, 2009, 2010a,
2010b) and Bowen and Heath (2020), ethical decision-making and issues management
are two of the most important underlying factors of ethics and trust. Issues
management was defined as the “process that allows organizations to know,
understand and interact effectively with their environments” (Lauzen and Dozier, 1994,
p. 163).Ultimately, ethical decision-making and issues management are key factors that
corporations must keep in mind when implementing CSR strategy. Wright (1985) found
that six factors of ethics are some of the most important when implementing CSR. These
factors were: socio-economic morality, religious morality, basic morality, puritanical
morality, basic social responsibility, and financial responsibility. If a corporation
implements a CSR campaign that doesn’t address these issues, trust would be affected.
If messages from corporations is implemented and factor in one of the six ethical
factors above, corporations are likely to persuade change in behaviors. Although
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persuasion may sound immoral, an individual who persuades can act ethically (Baker &
Martinson, 2002). Corporations should understand their audiences and know how to
interact effectively with them when a societal issue is of importance.
As stated above, issues management is a function of PR that should be
addressed when making important decisions. Thus, it is of most importance that a public
relations practitioner is included in the decision-making. These decision makers are
tasked with acting in the best interest of both corporations and stakeholders, which
would ultimately raise levels of trust. Two types of practitioners exist which play a role
in ethical decision-making and trustworthiness of the corporation: anti-ethical
conscience practitioners (rely on codes or legalities) and pro-ethical conscience
practitioners (demand for ethics counsel and experiences communicating with outside
publics) (Bowen, 2009).
As argued earlier, practitioners believed that ethics and legal departments were
grouped together. This is similar to the finding that participants believed that business
and ethics do not intersect (Bowen, 2008).These beliefs are extremely problematic as
every employee should act ethically and not have to rely on counsel to fix the problem.
If ethical decision-making and ethical practices are implemented properly, consumers
should have no issue trusting a corporation when doing business. With the
implementation of CSR strategies and ethical decision-making, a corporation can
persuade consumers to purchase items and trust them.
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5.11 Practical Implications for CSR Managers
CSR managers are the most crucial positions that corporations need to
implement. These managers use skills learned in their education, such as ethical
decision-making to build relationships and trust among consumers. A CSR manager
must promote ethics and use ethical decision-making when implementing a CSR
campaign or communicating with stakeholders. By promoting ethics, the CSR manager
enhanced trust among colleagues and stakeholders. The promotion of ethics and ethical
decision-making was extremely important to this study and communications as it is the
precursor to building trust and relationships. The first step to learn about ethics is
through education. Education is one of the most important first steps to accomplish the
above goals. By attending an accredited public relations or mass communications
program, CSR managers will learn the skills needed to become successful. Four courses
that must be taken while in college are communications law, public relations campaigns,
Ethics, and public relations management. Without these courses, CSR managers will be
insufficient to the organization. These courses are extremely important because content
relating to ethics, decision-making, campaign building, and management will be
taught. These courses will set up the CSR manager for success in the workforce.
Once a manager completes the curriculum of the above courses and is
established, a CSR manager should attempt to obtain a role in the c-suite. By doing this
the CSR manager will learn about the corporation and daily operations. The c-suite is
where managerial decisions are made, by obtaining a seat at the table the CSR manager
will be able to make suggestions and decisions that are of utmost importance to
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relationship and trust-building. A CSR manager should be ethical and cautious when a
CSR campaign is implemented. Although a campaign may be properly implemented,
small groups of individuals may be skeptical of CSR. Thus, CSR managers must be
cautious of all audiences by providing them targeted information on various
commnuications platforms. Targeted information should help lower skepticism and
raise trust as the CSR manager builds relationships with these groups. Next, the CSR
manager should establish a communications plan that emphasizes the need for CSR,
ethics, and its importance. The plan should answer four questions:
1. What is the importance of CSR to the corporation?
2. Do stakeholders want to know about our CSR activities?
3. What is our stance on issues?
4.How are we promoting ethical values and decision-making)?
After the above questions are answered, CSR managers can implement CSR
strategy and communicate effectively with stakeholders. The CSR manager is seen as
the ‘persuader’ of the corporation. While the idea of persuasion may be considered
‘immoral’, Baker and Martinson (2002), suggest that persuasion is okay if it is done
ethically. The goal is to build relationships, trust, and to have others purchase from you.
The four questions above can easily be answered by applying the model
from Figure 4.1. If a corporation takes a stance on an issue and implements a CSR
campaign that is salient, consumers will become knowledgeable about the issue. Thus,
CSR communications can be passive and active where the manager will curate ethical
messaging (credible, salient, frequent) relating to the corporations' campaign. Here they
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will address frequency, tone, and relevancy when curating messages. Next, a
practitioner will research to learn about what consumers talk about. This is important
based on the findings in the study as consumers engage with others and share their
experiences relating to products and corporations. Engagement is what will make or
break the corporation. Another area that the CSR manager must know of is skepticism.
Although the positives are highlighted if a CSR campaign is poorly implemented or a
corporation acts immorally, consumers will become skeptical which will cause them to
take business elsewhere and to trust the corporation less. The CSR manager can easily
prevent this from happening by effectively implementing CSR and engaging with others.
Remembering that consumers talk, and their opinions matter is key.
Findings from Figure 4.1 suggested that engagement positively effects purchase
intention and trust. When a communications plan is implemented, it should address
Figure 4.1 and the four questions proposed above. The model, Figure 4.1, can be
applied to any type of managerial decision or societal issue. Ultimately, the goal of the
model is to get consumers to promote ethics, discuss and interact with your
corporation, and to build trust. Once the CSR manager completes these steps, they will
be successful at building relationships and trust. With the use of ethical values and
decision-making, corporations can implement CSR campaigns that provide benefit to
themselves and others.
5.12 Limitations
Although this study exposed many interesting findings related to how CSR
messaging and engagement impact the relationships with purchasing intention and
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trust, are there several limitations should be noted. First, this study was completed as a
survey. If interviews or an experiment were conducted, results would have been
different. Where this was a survey there were constraints regarding what could be
asked, the participant profiles, participation rate, and cost. This study only had 315
complete responses; thus it is not a fully ‘representative’ sample of the millennial
population, it cannot be used to make statements about the full population. Participants
in this study were not asked to provide any feedback about CSR strategies that they felt
were important. Also, this study was completed as a survey panel using Prolific. Prolific
is a less expensive alternative to Qualtrics but provided a few issues that hindered the
ability to improve the sample size. First, the software does not endorse the use of filter
questions. Thus, the study would have needed to have been broken into two surveys, to
prescreen participants to make sure they were ‘familiar’ with CSR initiatives. This would
have ultimately increased the cost and time needed for the researcher to distribute the
survey. Due to the use of the filter question, many participants were removed from the
survey as they were not familiar with CSR initiatives. Ideally, participants who were not
familiar with CSR initiatives could have been asked questions relating to why they do
know about CSR initiatives, and how they could become more educated about them. If
the survey were to be conducted again, a different platform would be used for data
collection.
Another limitation that affected this study was the completion time. Most
participants took between 10-20 minutes to complete the survey, including answering
the attention check question. This timing could have influenced how a participant
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answered the questions due to fatigue. If this study were to be completed again, the
survey should be shortened or more attention check questions should be implemented.
It was also important to note, that prescreening questions may have had some
influences on the results and overall survey demographics. The pre-screen questions
implemented in Prolific were that a participant had to be between 18-36, make
purchasing decisions for their household, and live in the United States. Regarding how
to build a better sample in the future, it is suggested that researchers use a sample of
individuals that are international and may not necessarily be the primary decisionmakers.
Regarding the survey document, there were a few problematics with the
measurements of from a few survey scales that may have impacted study findings. The
Cronbach's alpha for the consistency scale was α = .778, and the alpha for the
transparency scale was α = .793 for which is considered to be on the lower end of
acceptable. These measures were adopted from the S.Kim (2017) study and were
considered acceptable during the pretest, which used an MTurk sample of about 100200 participants. When the reliability analysis was conducted, there was a benefit to
deleting specific items only for the transparency scale. After the analysis was conducted
α = .918. There was no benefit to delete any items from the consistency scale. In terms
of analysis software, limitations include cost and compatibility issues. Both pieces of
software M+ and SPSS are expensive. If no funding for the program exists look for
alternative software programs.
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Overall, SPSS did provide the functionalities needed, but if more advanced
functions were needed expansion packs had to be purchased. M+ was a decent SEM
program, but limitations existed with it as well. First, it is expensive to acquire and there
are different versions that have different compatibility features, such as tests and the
number of variables used. This issue is important to note as most test and variable
limitations were addressed when purchasing premium level software. Also, note that
M+ is a MAC based program, whereas IBM AMOS is Windows based. Thus, if a
researcher were to run AMOS on a Mac, they must use software such as BootCamp and
have a windows virtual machine. M+ is a coding-based program like R, a researcher
must know the basics for writing code. This is a limitation if researchers don’t know how
to properly code for their model. AMOS is a click and point program which may be
easier to work with. Another issue with M+ that raised concern is with bootstrapping.
When bootstrapping 5,000 or more samples the software is really slow, and some
computers may not be able to handle the test. With these limitations regarding
software it is suggested that researchers find courses or online videos to learn about
coding or operating the programs. Also, a researcher may want to operate these
programs on institution issued computers (if they have permission) due to cost and
better computer specifications.
5.13 Directions for Future Research
Current knowledge and interests in CSR prompted the researcher to examine
how CSR messaging affects the trust and purchasing intentions of consumers in their
generational group. Determining how engagement and skepticism affected the beliefs
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and opinions of other consumers was important to understanding how consumers
perceive messages with the implementation of CSR campaigns. Several approaches can
be taken from this study when researching other mass communications subject areas.
Studies could apply the model to PR, ethics, advertising, and many other areas of
communications. Also, the DOI theory and framing apply to the overall topic and model
for future use. Previous studies suggested that consumer skepticism and a better
analysis of the relationships between behaviors and responsibilities must be addressed
(S. Kim, 2019; Manignan, 2001).
Future research should also examine other consumer groups than the millennial
population used in the study. Future studies could analyze how baby boomers or other
generations understand how they perceive CSR messages, especially in an online
setting. As noted previously, millennials were the target population for this study as 80%
of them purchase goods from corporations based on their current knowledge of CSR
practices (Maignan, 2001; Pomering & Dolnicar, 2008; Nielsen, 2015; Deloitte, 2019).
Furthermore, other communication platforms should be part of any future analysis to
determine how message dissemination affects attitudes and behaviors in different
settings. This study did not ask consumers about how they found out about CSR and
gain knowledge of societal issues. Thus, a future study should analyze what platforms a
consumer uses to gain knowledge of CSR and its effects on intentions (purchase
intention and trust), versus using solely online communication platforms.
The researcher provided a foundation that analyzed these areas, but further
analysis is needed. Another area that could be addressed is the choice of corporations
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given to consumers when they first start the survey. The researcher did attempt to ask
consumers to name an example of a company that does CSR versus in the pre-test, but
ultimately overall results were better when the researcher provided a list of
corporations. Thus, the researcher suggests that a future study completes a comparison
between asking a consumer to provide a specific company and providing a list for them.
Also, the researcher suggests providing a few CSR messages and running the survey
again to determine if skepticism increases, causing a decrease between trust and
purchasing intentions.
5.14 Next Steps
The researcher plans to continue research focusing on CSR messaging, CSR
implementation, and trust. This study was an effective starting point for developing
ideas and findings related to trust and purchase intentions. Future research will
incorporate the model, Figure 4.1, used in this study. The researcher hopes to complete
a study in which he finds out if consumers believe that corporations are ‘forced’ to act
when a problematic situation occurs. This begs the questions, is reaction a form of CSR
strategy? Is implementing a CSR campaign based on reaction a good return on
investment? Also, the researcher hopes to determine if consumers find that ‘reaction’
based CSR is ethical. Based on these potential research questions, future research will
be conducted with Figure 5.1 to determine if CSR skepticism influences CSR
communication factors, engagement, purchase intentions and trust.
Once this is determined, the researcher hopes to analyze how media platforms
play a role in trust and ethical decision-making. How does persuasion play a role in
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building trust when focusing on reaction CSR? Why do consumers believe that the
information presented to them on these platforms is true or false? These questions are
important to CSR and public relations as trust and relationship building are two of the
most important concepts.
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Figure 5.1: Future Research Model
χ2 = 1690.03, df = 958, χ2 /df = 1.764, SRMR = .091, RMSEA = .049 [90% CI=.045 to .053], CFI = .94, TLI = .94, n = 315). ***p <
.001; **p < .01; *p < .05

5.15 Conclusion
This study investigated public relations theories and CSR implementation from a
new perspective. It builds on previous CSR studies and test measures that help further
understand CSR implementation and communication strategies by investigating how
consumers engage with CSR, if consumers become skeptical of CSR communication
techniques, and how they purchase items and build trust from certain corporations.
Further investigating variables and measurement of variables, including messaging
consistency, purchasing intentions, and engagement, are areas for future research that
will further build upon PR theory. This study can be used by public relations
practitioners as a basis to build communications plans that will help corporations
highlight their goals, opinions, and implemented CSR campaigns. This study can also
guide practitioners in building relationships and increasing trust between consumers
and corporations.
The use of online and physical communication platforms is changing. Thus,
providing practitioners with guidance for understanding the millennial population is
imperative for the success of corporations moving forward. It is important to also
highlight that this research should promote ethical decision-making and
communications strategies among practitioners. Without the use of ethical decisionmaking and practices, corporations will not be able to adequately promote CSR to
consumers which may cause skepticism and ultimately make consumers question if CSR
implementation is necessary. To overcome all of these obstacles, practitioners need to
understand the significance of the findings from this study and further emphasize
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corporate values, PR education, ethics, and targeting key stakeholders within their
corporation.
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APPENDIX A
SURVEY RECRUITMENT LETTER AND LINK
Subject: Short Survey about CSR and its effects on Purchasing intentions
Dear participant:
I am conducting a short online survey about how POP donations affect a
consumer’s intentions to purchase an item from a corporation that implements CSR,
and the level of trust between a consumer and corporation. I am interested in your
opinions because of your knowledge of CSR and your purchasing habits. The results of
this research study may be useful to corporations as well as to public relations
practitioners, scholars, and students.
You will be compensated for completing this study. Upon completing the survey,
Prolific will follow up with you regarding compensation and your participation.
Before you begin the survey, you will be asked to provide consent to participate
in this research. Your participation is completely voluntary and your responses will be
kept confidential. We may send subsequent e-mail reminders for this study.
Please follow this link to complete the survey:
https://usccmcis.az1.qualtrics.com/jfe/form/SV_3X9CihStYHBwVnf
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If you have questions, please contact principal investigator Branden Birmingham at
birmingb@email.sc.edu or the University of South Carolina Institutional Review Board
at 803-777-7095.

Thank you,
Branden Birmingham
Ph.D. Student/Principal Investigator
University of South Carolina
School of Journalism and Mass Communications
Questions or concerns about the research participants’ rights can be
directed to: Office of Research Compliance
University of
South Carolina
1600 Hampton
Street, Ste. 414
Columbia, SC 29208
803-777-7095
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APPENDIX B
ONLINE CONSENT FORM
IRB Study #: Pro00104060
Title of Study: Portion of Profit Donations: CSR as Public Relations Strategy and its
Relationships with Trust and Purchase Intentions
Principal Investigator: Branden Birmingham (birmingb@email.sc.edu)
University of South Carolina: School of Journalism and Mass Communications
You are being asked to complete a short 10-15-minute online survey. The
purpose of this research study is to determine how POP donations affect a consumer’s
intentions to purchase an item from a corporation that implements CSR, and the level
of trust between a consumer and corporation. You are being asked to participate in
this study because of your knowledge of CSR and your purchasing habits.
The online survey system, Prolific, will collect the data and the researcher will
download the data for analysis. All information obtained will be kept confidential. Any
identifying information from the dataset will be destroyed. Both investigators will
have full access to the data, which will be saved to two University issued computers
and an encrypted SSD, which are password protected.
Your participation in this survey is voluntary. You can withdraw from this survey
at any time for any reason, without penalty.
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If you agree to take part in the study, please click next or the arrow to begin the
survey.
Your participation is greatly appreciated, and we will use this data to make
conclusions regarding CSR as a public relations strategy and its effects on trust and
purchase Intentions.
If you have any questions about this study, please contact us using the below
email address.
Thank you,
Branden Birmingham
Ph.D. Student/Principal Investigator
University of South Carolina
School of Journalism and Mass Communications
Questions or concerns about the research participants’ rights can be
directed to:
Office of Research Compliance
University of South Carolina
1600 Hampton Street, Ste. 414
Columbia, SC 29208
803-777-7095
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APPENDIX C
ANNOTATED SURVEY INSTRUMENT
Study Title: Portion of Profit Donations: CSR as Public Relations Strategy and its
Relationships with Trust and Purchase intentions.
Purpose of the study:
To determine how portion of profit donations affect a consumer’s intentions to
purchase an item from a corporation that implements corporate social responsibility,
and the level of trust between a consumer and corporation.
Your participation in this study is completely voluntary.
Approximate duration of the study: 10-15 minutes
Anticipated benefits from this study:
You will earn credit from your panel provider when you complete this survey (ALL 35
Questions).
Contact Information.
Branden Birmingham, Ph.D. Student/Principal Investigator, School of Journalism and
Mass Communications, University of South Carolina. email: birmingb@email.sc.edu
Confidentiality. All information will be kept confidential. Your individual information will
not be shared with anyone outside of the research team.
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If you are 18 years or older and have read and understood the above statement, please
proceed to indicate your consent to participate in this study.

Corporate social responsibility (CSR) is defined as a strategic tactic and voluntary
action taken by a corporation that will benefit the well-being of society. CSR can also
be defined as corporate philanthropy or sustainability.
Some examples of CSR include, but are not limited to the following:
Starbucks advocating for coffee farmers in South America.
Apple donating a portion of their profits to AIDs awareness.
Microsoft donating or discounting software for educational or disaster use.
Marriott offering online workshops with proceeds being donated to the Clean Water
Fund.
Q1. When you hear the term "Corporate Social Responsibility" or "CSR," what comes to
your mind? (please CHECK ALL THAT APPLY):
o It refers to operating a business in a manner that is responsible for the
social and environmental impact created by the business. (53.7%)
o Company-organized volunteer activities would be a great example.
(42.9%)
o Another example includes socially responsible business practices, such as
environmental conservation, ethical treatments of animals, fair
treatment of contractors, etc. (52.4%)
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o It also includes company donations to charity, including cash, goods, and
services, such as donations to disaster relief efforts. (54.0%)
o Ethical labor practices, like treating employees fairly and ethically, are
labeled as CSR initiatives too. (46.0%)
o CSR includes environmental efforts such as any steps organizations can
take to reduce those footprints. (51.1%)
o All of the above. (79.4%)

Q2 Are you familiar with any CSR initiatives?
o Yes (100%)
o No (0.0%)
Condition: If ‘no’ Is Selected. Skip To: End of Survey.
Q3 Please select ONE company that meets the following conditions:
1. A company whose CSR message(s) you have come in contact with through
its digital platforms, such as its website, LinkedIn page, YouTube
Channel, blog, Facebook, Instagram, and Twitter accounts.
2. A company that has communicated its Corporate social responsibility (CSR)
through the digital platform.
o The Lego Group (5.7%)
o The Walt Disney Company (14.6%)
o Microsoft (41.9%)
o Levi Strauss & Co. (1.9%)
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o Netflix (7.6%)
o The Adidas Group (2.5%)
o Intel (1.6%)
o Other (please name a company) (24.1%)
Q4 How long have you used the products or services from the company that you just
selected?
o Never (2.9%)
o Seldom (7.9%)
o Sometimes (23.5%)
o Often (38.1%)
o Always (27.6%)
Q5 Overall, how satisfied are you with the products or services from the company?
o Extremely dissatisfied (1.0%)
o Somewhat dissatisfied (1.9%)
o Neither satisfied nor dissatisfied (7.0%)
o Somewhat satisfied (47.9%)
o Extremely satisfied (42.2%)
Q6 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements about the corporation’s CSR communication on digital
platforms.
I believe the company has been providing me with
•

Specific outcomes from its CSR activities.
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o 1 – Strongly disagree (3.2%)
o 2 – Disagree (7.6%)
o 3 – Somewhat disagree (15.2%)
o 4 – Neither agree nor disagree (16.2%)
o 5- Somewhat agree (28.6%)
o 6- Agree (24.8%)
o 7- Strongly agree (4.4%)
•

Potential results of its CSR activities.
o 1 – Strongly disagree (2.2%)
o 2 – Disagree (6.0%)
o 3 – Somewhat disagree (8.6%)
o 4 – Neither agree nor disagree (11.1%)
o 5- Somewhat agree (29.2%)
o 6- Agree (32.4%)
o 7- Strongly agree (10.5%)

•

Their motivations for doing CSR activities.
o 1 – Strongly disagree (2.9%)
o 2 – Disagree (2.9%)
o 3 – Somewhat disagree (7.6%)
o 4 – Neither agree nor disagree (12.7%)
o 5- Somewhat agree (25.1%)
o 6- Agree (34.6%)
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o 7- Strongly agree (14.3%)
•

Information about potential achievements from its CSR activities.
o 1 – Strongly disagree (2.5%)
o 2 – Disagree (2.5%)
o 3 – Somewhat disagree (8.6%)
o 4 – Neither agree nor disagree (12.1%)
o 5- Somewhat agree (31.7%)
o 6- Agree (32.1%)
o 7- Strongly agree (10.5%)

•

Information about benefits from the corporation’s CSR activities.
o 1 – Strongly disagree (2.5%)
o 2 – Disagree (3.2%)
o 3 – Somewhat disagree (8.6%)
o 4 – Neither agree nor disagree (14.3%)
o 5- Somewhat agree (29.2%)
o 6- Agree (30.2%)
o 7- Strongly agree (12.1%)

Q7 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements about the corporation’s CSR communication on digital
platforms.
The corporation has actively informed me of how its
•

CSR activities are relevant to me.
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o 1 – Strongly disagree (2.5%)
o 2 – Disagree (9.2%)
o 3 – Somewhat disagree (13.0%)
o 4 – Neither agree nor disagree (12.1%)
o 5- Somewhat agree (29.5%)
o 6- Agree (24.1%)
o 7- Strongly agree (9.5%)
•

CSR initiatives are personally relevant to me.
o 1 – Strongly disagree (2.2%)
o 2 – Disagree (12.4%)
o 3 – Somewhat disagree (15.9%)
o 4 – Neither agree nor disagree (11.1%)
o 5- Somewhat agree (28.3%)
o 6- Agree (21.6%)
o 7- Strongly agree (8.6%)

•

CSR activities will affect me.
o 1 – Strongly disagree (4.8%)
o 2 – Disagree (15.9%)
o 3 – Somewhat disagree (20.3%)
o 4 – Neither agree nor disagree (17.5%)
o 5- Somewhat agree (20.3%)
o 6- Agree (15.2%)
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o 7- Strongly agree (6.0%)
•

CSR activities will benefit me.
o 1 – Strongly disagree (4.8%)
o 2 – Disagree (15.9%)
o 3 – Somewhat disagree (16.8%)
o 4 – Neither agree nor disagree (17.1%)
o 5- Somewhat agree (21.0%)
o 6- Agree (17.8%)
o 7- Strongly agree (6.7%)

Q8 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements about the corporation’s CSR communication on digital
platforms.
I believe the corporation has
•

Provided me with information about CSR failures as well as their
successes.
o 1 – Strongly disagree (20.0%)
o 2 – Disagree (31.7%)
o 3 – Somewhat disagree (19.0%)
o 4 – Neither agree nor disagree (9.5%)
o 5- Somewhat agree (11.1%)
o 6- Agree (5.4%)
o 7- Strongly agree (3.2%)
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•

Informed me if a CSR initiative is a failure.
o 1 – Strongly disagree (27.0%)
o 2 – Disagree (35.2%)
o 3 – Somewhat disagree (15.9%)
o 4 – Neither agree nor disagree (11.4%)
o 5- Somewhat agree (5.4%)
o 6- Agree (2.9%)
o 7- Strongly agree (2.2%)

•

Informed me about good and bad information about its CSR activities.
o 1 – Strongly disagree (17.8%)
o 2 – Disagree (33.7%)
o 3 – Somewhat disagree (20.0%)
o 4 – Neither agree nor disagree (14.6%)
o 5- Somewhat agree (8.3%)
o 6- Agree (4.1%)
o 7- Strongly agree (1.6%)

Q9 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements about the corporation’s CSR communication on digital
platforms.
I believe that
•

Communications from the corporation about CSR should be consistent.
o 1 – Strongly disagree (0.0%)
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o 2 – Disagree (.3%)
o

3 – Somewhat disagree (.6%)

o 4 – Neither agree nor disagree (6.7%)
o 5- Somewhat agree (19.4%)
o 6- Agree (50.2%)
o 7- Strongly agree (22.9%)
•

Consistency in CSR messaging from the corporation is important to me.
o 1 – Strongly disagree (1.3%)
o 2 – Disagree (1.3%)
o 3 – Somewhat disagree (3.5%)
o 4 – Neither agree nor disagree (8.6%)
o 5- Somewhat agree (26.0%)
o 6- Agree (41.9%)
o 7- Strongly agree (17.5%)

•

A lack of consistency of the corporation’s CSR communication is
problematic.
o 1 – Strongly disagree (1.6%)
o 2 – Disagree (1.9%)
o 3 – Somewhat disagree (6.7%)
o 4 – Neither agree nor disagree (8.6%)
o 5- Somewhat agree (27.9%)
o 6- Agree (35.2%)

173

o 7- Strongly agree (18.1%)
•

Consistent CSR messaging is beneficial to the corporation’s reputation.
o 1 – Strongly disagree (0.0%)
o 2 – Disagree (.3%)
o 3 – Somewhat disagree (.6%)
o 4 – Neither agree nor disagree (6.3%)
o 5- Somewhat agree (19.7%)
o 6- Agree (41.6%)
o 7- Strongly agree (31.4%)

Q10 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements about the corporation’s CSR communication on digital
platforms.
I believe that the corporation’s CSR messages
•

Have been based on facts.
o 1 – Strongly disagree (.3%)
o 2 – Disagree (1.3%)
o 3 Somewhat disagree (5.7%)
o 4 – Neither agree nor disagree (14.6%)
o 5- Somewhat agree (35.6%)
o 6- Agree (32.7%)
o 7- Strongly agree (9.8%)

•

Have been focusing on factual information.
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o 1 – Strongly disagree (.3%)
o 2 – Disagree (1.6%)
o 3 – Somewhat disagree (6.3%)
o 4 – Neither agree nor disagree (14.3%)
o 5- Somewhat agree (32.4%)
o 6- Agree (34.0%)
o 7- Strongly agree (11.1%)
•

Have been based on truthful information.
o 1 – Strongly disagree (.6%)
o 2 – Disagree (1.3%)
o 3 – Somewhat disagree (4.4%)
o 4 – Neither agree nor disagree (14.0%)
o 5- Somewhat agree (34.3%)
o 6- Agree (34.0%)
o 7- Strongly agree (11.4%)

•

Have been based on information that is factual.
o 1 – Strongly disagree (.3%)
o 2 – Disagree (1.6%)
o 3 – Somewhat disagree (3.8%)
o 4 – Neither agree nor disagree (14.0%)
o 5- Somewhat agree (32.4%)
o 6- Agree (36.5%)
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o 7- Strongly agree (11.4%)
Q11 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements about the corporation’s CSR communication on digital
platforms.
I believe that the corporation's CSR messages
•

Have never been promotional.
o 1 – Strongly disagree (12.7%)
o 2 – Disagree (36.8%)
o 3 – Somewhat disagree (24.4%)
o 4 – Neither agree nor disagree (12.1%)
o 5- Somewhat agree (7.3%)
o 6- Agree (2.9%)
o 7- Strongly agree (3.8%)

•

Have never been self-congratulatory.
o 1 – Strongly disagree (10.8%)
o 2 – Disagree (31.7%)
o 3 – Somewhat disagree (21.6%)
o 4 – Neither agree nor disagree (15.2%)
o 5- Somewhat agree (13.0%)
o 6- Agree (5.1%)
o 7- Strongly agree (2.1%)

•

Have never been promoting itself.
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o 1 – Strongly disagree (18.4%)
o 2 – Disagree (34.0%)
o 3 – Somewhat disagree (24.1%)
o 4 – Neither agree nor disagree (11.4%)
o 5- Somewhat agree (5.1%)
o 6- Agree (4.8%)
o 7- Strongly agree (2.2%)
•

Have never been complementary about itself.
o 1 – Strongly disagree (15.2%)
o 2 – Disagree (32.4%)
o 3 – Somewhat disagree (24.8%)
o 4 – Neither agree nor disagree (13.7%)
o 5- Somewhat agree (9.5%)
o 6- Agree (2.5%)
o 7- Strongly agree (1.9%)

Next, you will be asked about how you engage in CSR.
Q12 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements.
I have been
•

Participating in the corporation’s CSR activities.
o 1 – Strongly disagree (23.5%)
o 2 – Disagree (31.1%)
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o 3 – Somewhat disagree (14.0%)
o 4 – Neither agree nor disagree (9.8%)
o 5- Somewhat agree (12.7%)
o 6- Agree (7.3%)
o 7- Strongly agree (1.6%)
•

Engaging in the corporation’s CSR activities
o 1 – Strongly disagree (22.2%)
o 2 – Disagree (29.2%)
o 3 – Somewhat disagree (14.0%)
o 4 – Neither agree nor disagree (13.7%)
o 5- Somewhat agree (14.3%)
o 6- Agree (4.8%)
o 7- Strongly agree (1.9%)

•

Interacting with the corporation to support its CSR activities.
o 1 – Strongly disagree (21.0%)
o 2 – Disagree (28.3%)
o 3 – Somewhat disagree (12.1%)
o 4 – Neither agree nor disagree (11.1%)
o 5- Somewhat agree (16.2%)
o 6- Agree (8.9%)
o 7- Strongly agree (2.5%)

•

Engaging with others about the corporation’s CSR activities.
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o 1 – Strongly disagree (23.5%)
o 2 – Disagree (26.3%)
o 3 – Somewhat disagree (12.4%)
o 4 – Neither agree nor disagree (10.5%)
o 5- Somewhat agree (15.9%)
o 6- Agree (8.9%)
o 7- Strongly agree (2.5%)
Next, you be asked your opinion of skepticism surrounding CSR messaging from the
corporation you chose.
Q13 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements.
I believe that I can depend on
•

Getting the truth in most CSR messages.
o 1 – Strongly disagree (4.4%)
o 2 – Disagree (18.4%)
o 3 – Somewhat disagree (31.7%)
o 4 – Neither agree nor disagree (19.0%)
o 5- Somewhat agree (15.6%)
o 6- Agree (6.7%)
o 7- Strongly agree (4.1%)

•

Most CSR messages from the corporation being truthful.
o 1 – Strongly disagree (4.4%)
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o 2 – Disagree (24.4%)
o 3 – Somewhat disagree (34.0%)
o 4 – Neither agree nor disagree (18.4%)
o 5- Somewhat agree (7.9%)
o 6- Agree (7.9%)
o 7- Strongly agree (2.9%)
•

CSR messaging to present a true picture of the products and service the
corporation talks about.
o 1 – Strongly disagree (5.7%)
o 2 – Disagree (17.5%)
o 3 – Somewhat disagree (35.9%)
o 4 – Neither agree nor disagree (18.4%)
o 5- Somewhat agree (10.5%)
o 6- Agree (8.3%)
o 7- Strongly agree (3.8%)

•

CSR messaging to present factual information about its CSR campaigns.
o 1 – Strongly disagree (5.7%)
o 2 – Disagree (22.5%)
o 3 – Somewhat disagree (37.5%)
o 4 – Neither agree nor disagree (16.8%)
o 5- Somewhat agree (8.3%)
o 6- Agree (7.9%)
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o 7- Strongly agree (1.3%)
Next, you will be asked about how much you trust the corporation when CSR is
implemented.
Q14 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements.
I trust that the corporation will
•

Treat me fairly and justly when they implement CSR.
o 1 – Strongly disagree (2.5%)
o 2 – Disagree (4.4%)
o 3 – Somewhat disagree (7.0%)
o 4 – Neither agree nor disagree (16.8%)
o 5- Somewhat agree (30.8%)
o 6- Agree (32.1%)
o 7- Strongly agree (6.3%)

•

Keep its promises about CSR implementation.
o 1 – Strongly disagree (2.9%)
o 2 – Disagree (3.2%)
o 3 – Somewhat disagree (8.9%)
o 4 – Neither agree nor disagree (16.2%)
o 5- Somewhat agree (33.7%)
o 6- Agree (27.9%)
o 7- Strongly agree (7.3%)
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•

Allow me to be confident in their communication skills.
o 1 – Strongly disagree (2.9%)
o 2 – Disagree (4.1%)
o 3 – Somewhat disagree (6.3%)
o 4 – Neither agree nor disagree (20.0%)
o 5- Somewhat agree (32.4%)
o 6- Agree (28.3%)
o 7- Strongly agree (6.0%)

•

Accomplish what it says they will do.
o 1 – Strongly disagree (1.6%)
o 2 – Disagree (2.5%)
o 3 – Somewhat disagree (8.9%)
o 4 – Neither agree nor disagree (17.1%)
o 5- Somewhat agree (33.3%)
o 6- Agree (27.0%)
o 7- Strongly agree (9.5%)

Next, you will be asked about how your willingness to purchase a product from the
corporation when CSR is implemented.
Q15 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements.
•

I would purchase from the corporation if they implement CSR activities.
o 1 – Strongly disagree (1.3%)
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o 2 – Disagree (2.9%)
o 3 Somewhat disagree (3.5%)
o 4 – Neither agree nor disagree (15.9%)
o 5- Somewhat agree (24.8%)
o 6- Agree (37.8%)
o 7- Strongly agree (14.0%)
•

I would consider purchasing from this corporation even if they are selling
the same item as a competitor for a higher price.
o 1 – Strongly disagree (3.2%)
o 2 – Disagree (8.6%)
o 3 – Somewhat disagree (10.5%)
o 4 – Neither agree nor disagree (16.2%)
o 5- Somewhat agree (33.7%)
o 6- Agree (22.9%)
o 7- Strongly agree (5.1%)

•

The probability that I would consider buying from the corporation will
increase if CSR is messaged through the corporation’s online platforms.
o 1 – Strongly disagree (1.9%)
o 2 – Disagree (6.7%)
o 3 – Somewhat disagree (5.7%)
o 4 – Neither agree nor disagree (18.7%)
o 5- Somewhat agree (29.5%)
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o 6- Agree (27.6%)
o 7- Strongly agree (9.8%)
Next, you will be asked questions about your opinion of how corporations treat
consumers.
Q16 Thinking of the corporation you selected, please indicate how much you agree with
each of the following statements.
I believe the corporation has
•

Attempted to make every customer feel like he/she is the only customer.
o 1 – Strongly disagree (8.6%)
o 2 – Disagree (15.9%)
o 3 – Somewhat disagree (19.4%)
o 4 – Neither agree nor disagree (22.9%)
o 5- Somewhat agree (16.5%)
o 6- Agree (12.1%)
o 7- Strongly agree (4.8%)

•

Emphasized that every customer’s problem is important to them.
o 1 – Strongly disagree (5.4%)
o 2 – Disagree (8.3%)
o 3 – Somewhat disagree (12.7%)
o 4 – Neither agree nor disagree (16.8%)
o 5- Somewhat agree (30.2%)
o 6- Agree (19.7%)
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o 7- Strongly agree (7.0%)
•

Has a strong focus on customer needs.
o 1 – Strongly disagree (4.1%)
o 2 – Disagree (5.4%)
o 3 – Somewhat disagree (7.9%)
o 4 – Neither agree nor disagree (14.9%)
o 5- Somewhat agree (33.3%)
o 6- Agree (25.1%)
o 7- Strongly agree (9.2%)

•

Provided me with a unique service experience that I will tell others about.
o 1 – Strongly disagree (6.7%)
o 2 – Disagree (7.9%)
o 3 – Somewhat disagree (16.5%)
o 4 – Neither agree nor disagree (18.4%)
o 5- Somewhat agree (22.9%)
o 6- Agree (18.7%)
o 7- Strongly agree (8.9%)

•

Provided consistently high customer service levels.
o 1 – Strongly disagree (4.1%)
o 2 – Disagree (4.1%)
o 3 – Somewhat disagree (7.3%)
o 4 – Neither agree nor disagree (19.7%)
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o 5- Somewhat agree (24.1%)
o 6- Agree (29.5%)
o 7- Strongly agree (11.1%)
Demographic Questions
Q17 What Gender do you identify as?
o Male (51.4%)
o Female (46.3%)
o Non-Conforming or other non-binary types (1.9%)
o Prefer not to answer (.3%)
Q18 Please specify your ethnicity.
o Caucasian (71.7%)
o African-American or Black (4.4%)
o Latino or Hispanic (6.7%)
o Asian (13.7%)
o Other/Unknown (2.2%)
o Prefer not to say (1.3%)
Q19 What is the highest level of education you have completed?
o High school graduate (5.4%)
o Some college (20.0%)
o Associate's Degree (7.9%)
o Bachelor's Degree (42.9%)
o Master's Degree (16.2%)
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o Doctorate/Professional (7.6%)
Q20 What is your age?
o 18–22 (14.6%)
o 23-27 (22.9%)
o 28-31 (33.7%)
o 32-36 (28.9%)
Q21 What is your income?
o Less than $10,000 (10.5%)
o $10,000 - $19,999 (6.3%)
o $20,000 - $29,999 (9.5%)
o $30,000 - $39,999 (10.5%)
o $40,000 - $49,999 (11.7%)
o $50,000 - $59,999 (13.3%)
o $60,000 - $69,999 (9.5%)
o $70,000 - $79,999 (7.0%)
o $80,000 - $89,999 (4.8%)
o $90,000 - $99,999 (5.7%)
o $100,000 - $149,999 (8.3%)
o More than $150,000 (2.9%)
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Q22 What is your employment status?
o Employed full-time (63.2%)
o Employed part-time (13.3%)
o Unemployed and looking for work (7.6%)
o Unemployed and not looking for work (4.1%)
o Student (6.7%)
o Student and employed full-time (1.3%)
o Student and employed part-time (3.5%)
o Disabled (.3%)
Q23 Which region of the United States do you live in?
o Northeast (22.2%)
o Southeast (22.2%)
o Midwest (24.1%)
o Northwest (4.4%)
o Southwest (12.7%)
o West (14.3%)
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